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Wiras cl 
Ca $ Pioneer Tube manutd 
Chester, Pa. 
Export Division—751 Drexel Bidg., 
Philadelphia 6, Pa. 


NEW YORK 17, N.Y. 
50 E. 42nd St. 


MEMPHIS 2, TENN. 
Wurzburg Bros. 
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SECTION I 


Re: VE EW 


FLAVORS 


spell extra conve 
protection and sales 


for your produet 


The easier, safer application of your product 
afforded by WIRZ Applicator Tubes—can appreci- 
ably increas2 its appeal. In some instances, these 
specially designed WIRZ tubes and tips have proved 
to be keys to new markets. Why not discuss this 


phase of your packaging problem with us? Take 
advantage of WIRZ engineering and experience. 


It involves no obligation. Just call our nearest 


representative, or write us direct. 


HAVANA, CUBA 
Roberto Ortiz & Sor 


LOS ANGELES 48, CALIF. 
435 S. La Cienega Bivd. 


ehold Can Spouts e Apr 





Unco Simile VALLEY LILY 
This true-to-flower specialty with its 


delicate and pleasing scent further commends 


itself with its great stability 











MYSORE 
SANDALWOOD OIL 


Since 1913, when the Mysore Department of One of the most famous of Mysore’s many prod- 





Industries was instituted, the industrial ucts is Sandalwood—Santalum Album 


and agricultural development of My- (Linné). Obtained from selected My- 


sore has gone steadily ahead. Plans to sore heartwood, Genuine Mysore 


develop Mysore’s vast resources will con- Sandalwood Oil, distilled at our 





tinue a record of progress that has earned for My- Linden, N. J., plant, is the chosen standard 


sore its proud title of “The model state of India.” of purest quality by all leading Perfumers. 


“FE Ofdefte Effence Diftifttrs” 


Ww. J. BUSH & CO. 


INCORPORATED 
Essential Oils * Aromatic Chemicals * Natural Floral Products 


11 EAST 38TH STREET, NEW YORK 16, N. Y. + LINDEN, N. J. 
NATIONAL CITY, CALIFORNIA © LONDON © MITCHAM + WIDNES 
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Hystrene: Trade Mark 
Trendex ( 
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Of special 1 


cosmetic industry... 


© ba SOTISSe Ce 
| sm, 


| Span, Tween, and Arlacel emulsifiers 
| Soluble lanolin and beeswax type emulsifiers 


INDUSTRIAL CHEMICALS DEPARTMENT 


nterest 





ATLAS is cates | its a 


for sorbitol production to 





meet increased demands 
for polyols ! 


The job is planned for completion in late 1951. So now is the time 
to plan to make the most of sorbitol’s special advantages as the 
polyol (polyhydric alcohol) least subject to fluctuations in supply 
and price. 


Sorbitol is widely used in cosmetics and pharmaceuticals as a humec- 
tant, emollient, and binder. It is valuable as an aid in attaining 
special effects of ‘‘feel,’’ giving a rich smoothness without greasy 
after-effect. Sorbitol retards crust formation more effectively than 
any other commercial conditioner or humectant; sorbitol-based 
creams lose weight (moisture) more slowly if left uncovered than 
creams made with other polyols. What's more, sorbitol is compatible 


with the materials normally used in cosmetic formulas. 


Send for the new Atlas book ‘‘A Guide to Formulation with Atlas 
Emulsifiers and Humectants’’ which contains many formulas for 


typical cosmetic preparations using sorbitol and Atlas emulsifiers. 


Arlex and Sorbo sorbitol 


Hystrene high-purity stearic acids 








ATLAS POWDER COMPANY, WILMINGTON, DELAWARE ¢ OFFICES IN PRINCIPAL CITIES + CABLE ADDRESS: ATPOWCO 
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Founded in the glamorous 
period preceding the French 
Revolution, the House of Antoine 
Chiris has, since 1768, stood for 
high quality standards in the 


Essential Oil and Aromatic Indus- 


tries. 


Its exclusive occupation since its 
inception is producing of 
Essential Oils, Floral Absolutes 
and Aromatic Specialties—from 
materials garnered the wide world 
over, many grown on Chiris’ own 


plantations. 

THE INTEGRITY OF CHIRIS 
PRODUCTS HAS WITHSTOOD 
THE TEST OF TIME, 


ANTOINE 





Ni 
" ii] 


i" ww Su 








up 1 


Cngraving ae century 


GRASSE 


In each city there is a Chiris 
organization pooling all 

the experience and technical 
resources of nearly 200 years of 
activity in the world’s Essential Oil 
and Aromatic Industries. 


PARIS NEW YORK 


LONDON SAO PAULO 


We regard it as a privilege to 
consult on your aromatic problems. 
Our creative laboratories are at 
your service. 


ell oe 


119 WEST 57th STREET, NEW YORK 19, N. Y. 
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Our new Jasmine 


Osmodor 


JASMONTIN a0. 


Provides the pert ect floral 
ch aracter of th e finest absolut e 


at one tenth the cost. 


WE ARE PROUD TO OFFER TO 
THE INDUSTRY THIS TRULY IM- 
PORTANT ADVANCE IN SYNTHE- 
TIC JASMINE. WRITE US FOR A 
SAM PLE. 


& co... ine. 
601 west 26th street Schimmel for Synthetics 


new york I. mn. y. 
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spring sales strategy 
begins with 
Dreyer essences for 


BATH SALTS, 
POWDERS 


AND LIQUIDS 





<a ee wesw 





Spring’s perennial favorites are ready a ‘ ‘ 
. ‘ Pp np. ee 
for you...or if you desire, essences may be te reer Co., Ine 
4 . : est 19th <.. - 
blended to your special requirements. i Ge Street, New ew, 
{ 7€ntlemen : rk, N. Yy. 


The Dryer Perfume Stylist awaits the opportunity of OP 
LJ lease send us 


serving you...with the fragrances preferred by the D We are Pore Catalog «p» 
. ° . ' rested ; . 
fashion-wise... priced for today’s toiletry needs. — i - 
i oun ite. 
PINE, GARDENIA, APPLE BLOSSOM AND OTHERS | | - ei 
‘Vame = ee 
—~ ~ edi 





lik } ne ee 
Ae/ Deeg %t ~~ ae tones 
» NEW YORK 


119 WEST 19th STREET 
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IN A DROP OF PERFUME? 


Mystery, enchantment, loveliness . 
Precious oils from romantic lands. 


Priceless products of creative chemistry 


But more significant even than these is the 
genius, the imagination, the comprehensive 


understanding of the perfumer who pro- 


duced that drop. 


‘7:4\ Me eYMERINGEN- AEBLER, NC. 


manufacturers and creators of the finest perfume materials 


521 WEST 57th STREET, NEW YORK 19, NEW YORK 


e SALT LAKE CITY e«¢ SAN FRANCISCO « LOS ANGELES « SEATTLE « PORTLAND, ORE. 


VAN AMERINGEN-HAEBLER S.A.R.L., PUTEAUX, (SEINE), FRANCE 








F.. you and for your product alone 
a distinctive fragrance with virtuosity and 
personality. D&O original scents are 
composed with irresistible subtleties to 
create olfactory impressions that coax and 
cajole attention to your product. Yet, 
surprisingly enough, D&O originals are 
modest in cost. D&O offers you more than 
150 years’ experience, vast research and 
manufacturing laboratories and a staff of 
master perfumers to help solve your 
perfuming problems. Consult D&O. 


NAO} DODGE & OLCOTT, INC. 


ESTABLIS 


180 Varick Street * New York 14, N.Y. 
ATIANTA + BOSTON + CHICAGO + CINCINNATI - DALLAS + LOS ANGELES - PHILADELPHIA - ST. LOUIS + SAN FRANCISCO 
ESSENTIAL OILS * AROMATIC CHEMICALS + PERFUME BASES + VANILLA + FLAVOR BASES 
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UoMPOSITIONS WITH THE M 





EXOTIQUE No. 6270 


$28.50 per Ib. 


A heavy, lasting oriental, ex- 
tremely powerful and cloying. 










5 





BOUQUET D No. 7618 


$] 2.50 per lb, 
Imparts a deli 

Ghtfal effect, 

and lasting freshness, clear top 


note retaining full-bodied odor. 


The art of combining fragrance has been developed into an 
exacting science in the Penick Laboratories. From the Light 
Florals to the Heavy Orientals, the distinctive creations of 
our perfumers offer appeal to the most discriminating tastes. 


JADENE No. 7620 
$20.00 i. 


deep, full 
A composition with a 
fragrance reminiscent of night 
blooming Jasmine combined with 
a lingering Gardenia afternote. 








SOLE-VERTE No. 7631 


$11.00 w. 


An arttai blending of bergamot 
> 


citrus and aldehyde notes created 


for the Perfumer se 
eking an - 
usual bouquet for his creations. : 





Featured on this page are a few of our outstanding com posi- 
tions. Your investigation is invited. Please write for samples. 


FLORAL BOUQUET No. 7603 


$11.00 w. 


f floral notes 
This fragrant bouquet © 

is an unusual and original ee 
sition recommended for a comp 
new line of perfume and cologne. 







S.B. PENICK(. 


50 CHURCH STREET, NEW YORK 7, N. Y. 
Telephone, COrtlandt 7-1970 





BOUQUET PERFUME OIL No 07 
$12 


-00 Per lb, 


A retentive floral 


Perticularly useful 
and lotions, in creame 


composition 


“2% COMPANY 


> 4 735 WEST DIVISION STREET, CHICAGO 10, ILL. 


Telephone, MOHawk 5651 
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8 out of 10 say it’s best for 
FLAVOR 
== CLARITY 
UNIFORMITY 





beeen emmmeeewmoeamwwem 


Yes, more than 80% of all | 
the lemon oil used in the 

United States is Exchange 

Lemon Oil! 


This overwhelming endorse- 
ment by the trade is your 
guarantee that Exchange 
Lemon Oil delivers guality... 
quality in the form of superior 







flavor and unmatched clarity 






and uniformity. 










Always specify it by the brand 
name when you order— 
Exchange Oil of Lemon. 







For complete satisfaction, 
accept no other brand. 







Distributed in the United States exclusively by 
FRITZSCHE BROTHERS, INC. 
oe Fi P. 76 Ninth Avenue, New York 11, N. Y. 


DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 
Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
Products Department, Ontario, Calif. 










Producing Plant: 


Exchange Lemon Products Co., Corona, Calif. 
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Does YOUR Solid Cologne Have..... 


Lf 
Ts éx 
os Appeal ? 


Since some fragrance types are not well adapted to Stick 
Colognes, Synfleur's perfume and cosmetic laboratories have 
tested and evaluated innumerable basic materials, as well as 


finished odor types in these products. 


As a result, panel testing has shown the following to possess 


unusual merit: 


Stick Bouquet 10 $13.50 per trial pound 
Astolene 7 $15.00 per trial pound 
Lavendera Y $16.00 per trial pound 


If you desire to improve your present Solid Cologne or 
After Shave Stick, or adopt a new one, Synfleur will be pleased 


to serve you. 





>> < 
May * 
Re 


yntleur-Scientitic Jaboratories, Inc —_ Monticello, NV. ¥. 


a6. f v.S.PaT.orFr 


FOUNDED 1889 BY ALOIS VON ISAKOVICS 


ATLANTA + DETROIT * NEW YORK + HAVANA + RIODE JANEIRO + MEXICO, D. F. 


CHICAGO . MELBOURNE 6 BURMA * HONG KONG > BOGOTA 3 SAN JOSE 
CIUDAD TRUJILLO + GUAYAQUIL . GUATEMALA CITY * CALCUTTA a WELLINGTON 
MANAGUA . PANAMA ° ASUNCION * MANILA * SAN SALVADOR 4 MONTEVIDEO 
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TOMBAREL PRODUCTS CORPORATION 


Natural and Aromatic 
Materials 


PERFUMES 
SOAPS 
COSMETICS 


Sole Distributors 


for TOMBAREL FFRERES, GRASSE 


Absolute Supreme Flower Essence 
Surfine Essential Oils 


Resinoids 


PRODUCTS CORPORATION 
12 East 22nd Street * New York 10 
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Soapless, Neutral and Acid Emulsions 





Lanolin Absorption Bases 


PROTEGIN X—For Nite Creams and Ointments. 
1SO-LAN—For Creams, Lotions and Ointments. 


4 hl * Glyceryl Monostearate — Acid Emulsifying. For 
VFegaecid.... 25) i 


° © greaseless, medicated formulations, anti-perspirant- 
deodorant creams, lotions and ointments. 


T e Glyceryl Monostearate — Self Emulsifying. For 
ecgin * 222 © © neutral greaseless creams, lotions, ointments, sun 
tan creams. 


e Propylene Glycol Monostearate—Self Emulsifying. 
Tegin P.. ee ae: 


° © For greaseless creams—brushless shave, founda- 
tion, suntan: lotions—foundation, suntan, cosmetic 
stockings: ointments. 


Ve gin 5 I 5 Glyceryl Monostearate — Non-Self Emulsifying. 


Used in conjunction with other auxiliary emulsi- 
fiers. 


Preservatives 


Esters of Parahydroxybenzoic Acid 
TEGOSEPT M TEGOSEPTE TEGOSEPT P BUTYL TEGOSEPT BENZYL TEGOSEPT 


Antioxidants 


PROPYL GALLATE ETHYL GALLATE 
Inhibit Rancidity, Preserve Flavor in Edible Fats 


Complete Technical Data on Request 


GOLDSCHMIDT 


CHEMICAL CORPORATION 
153 Waverly Place, New York 14, N. Y. 


SERVING INDUSTRY FOR A QUARTER CENTURY 
SALES REPRESENTATIVES 


BOSTON + CHICAGO + LOSANGELES + ST.LOUIS * MONTREAL + TORONTO 









Carr-Lowrey Opal Jars are perfect containers 


Teme Ue MeOL Meerut deme ed Do 
Sey em Ome ee eee 


ceramic decorations. 


CARR-LOWREY 
GLASS CO. 
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PLANNED JOURNEY... 


hundreds of basic oils and aromatics 

York plant, from their prime sources 

of finished products in which they wil 
arrives it is sampled, drum by drum, i 
control tests that will determine accepi 
delivered raw materials must conforr 
and stored where correctly conditione 
necessary for proper storage of delic 
ferred—as needed—to the Bulk Storc 
then bulked in tightly-covered, glass-! 
now ready for the customer, to be pa 
make them up in exact accord with t 
journey of these FRITZSCHE product 
designed to produce the utmost in ; 
reason so many successful buyers alw 


THE FORCE 
BEHIND THE PRODUCT... 


Fu is much in common between the sterling 


qualities of human character and the merits of a 
successful product. In fact, values inherent in the latter 
usually reflect, with uncanny accuracy, the human 


equation behind it. 


To illustrate this point, let us consider dependability 
as one of the qualities frequently contributing to a 
product's success. What is this quality of dependability 
but the consequence of a lofty principle fostered by 
management and carried to conclusion in the finished 
product by the men and women engaged in its produc- 


tion? 


To know a product for what it really is, is to know 
intimately the guiding personalities behind it 

and to know these personalities and their purposes 
is to lose trust in price alone as the final gauge of a 


product's worth. 


FRITZSCHE BROTHERS, Inc. 





Carr-Lowrey Opal Jars are perfect containers 


for all kinds of cosmetic creams. They can be 
supplied plain for labeling or with fired-on 


aT eT Leelee dee 


CARR-LOWREY 
GLASS CO. 
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PLANNED JOURNEY... . Let us follow the carefully planned journey of these 
hundreds of basic oils and aromatics that line the long, three-tiered drum rack in our New 
York plant, from their prime sources of production throughout the world to the myriad 
of finished products in which they will ultimately be used . . . As each incoming shipment 
arrives it is sampled, drum by drum, in preparation for the long series of rigid laboratory 
control tests that will determine acceptability for stock. FRITZSCHE standards are high and 
delivered raw materials must conform. Once approved, the shipment is admitted to stock 
and stored where correctly conditioned atmosphere provides the cool,.even temperatures 
necessary for proper storage of delicately constituted oils. In time, these oils are trans- 
ferred—as needed—to the Bulk Storage Room where they are first clarified by centrifuge, 
then bulked in tightly-covered, glass-lined tanks to insure maximum uniformity. They are 
now ready for the customer, to be packed and shipped, or for the compounder who will 
make them up in exact accord with the customer's adopted formula . . . The planned 
journey of these FRITZSCHE products, from point of origin to finished goods, is one 
designed to produce the utmost in product quality and customer satisfaction. It's one 
reason so many successful buyers always turn to FRITZSCHE. 





CREATORS of MADE-TO-ORDER FRAGRANCES 
for PERFUMES, TOILETRIES and COSMETICS 
t 
ODORANTS and DEODORANTS for INDUSTRIAL and TECHNICAL USE 
e 
SUPPLIERS of AROMATIC CHEMICALS, BASIC 
PERFUME and FLAVOR RAW MATERIALS 
& 


Established 1871 
é ~ee 


. 
9 
PORT AUTHORITY BUILDING, 76 NINTH AVENUE, NEW YORK 11, N.Y. 
BRANCH OFFICES wad *STOCKS: Atlanta, Georgia, Boston, Massachusetts, *Chicago, lilinois, Cincinnati, 
Obie, Cleveland, Obio, Los Angelds, California, Philadelphia, Pennsylvania, San Francisco, California, 
*St. Louis, Missouri, *Toronto, Canada and *Mexico,D.F. FACTORY: Clifton, N. J. 


A RRA RRA BEI. 
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THE FORCE 
BEHIND THE PRODUCT... 


Fie is much in common between the sterling 


qualities of human character and the merits of a 
successful product. In fact, values inherent in the latter 
usually reflect, with uncanny accuracy, the human 


equation behind it. 


To illustrate this point, let us consider dependability 
as one of the qualities frequently contributing to a 
product's success. What is this quality of dependability 
but the consequence of a lofty principle fostered by 
management and carried to conclusion in the finished 
product by the men and women engaged in its produc- 


tion? 


To know a product for what it really is, is to know 
intimately the guiding personalities behind it 

and to know these personalities and their purposes 
is to lose trust in price alone as the final gauge of a 


product's worth. 


FRITZSCHE BROTHERS, Inc. 





Specify compound number 
when writing for santplés 
and other details. Please 
address us on your letterhead. 


FRITISCHE - &~ 


AVENUE, NEW YORK 11, N.Y. 

bases, “Chicago, Wimeis, Cimcrmnets 
rani: San Francisco, 

. Philadel; yl vania, 

Obio, Cleveland, Obio, *Los Angeles, Californie, FACTORY: Clifton, N. J. 


PORT AUTHORITY BUILDING, 76 NINTH 


*STOCKS: Atlanta, Georgia, Boston, Massac 


BRANCH OFFICES and ia, Penns 


*S:. Louis, Missouri, *Toronto, Canada and * Mex.co, D. F. 


NE 


ee wR 


ROSANLIK 


For Use In: All composi- 
tions requiring a rose ef- 


fect. 


Odor Type: .Reproduces the 
odor of the natural oil 


with great fidelity. 


Remarks: The price and 
availability of this prod- 
uct make it of particular 
interest at this time to 
every user of rose oil. 
Strongly recommend that it 
be given a trial in your 
formulation, especially if 
you're concerned about 


future natural oil supplies 





SYNTOMATIC 


NEW YORK 


114 EAST 32nd STREET 
& Essential Oil Review 


UALITY based on 

unceasing research . 
PRODUCTION under the 
most exacting control .. . 
Every SYNTOMATIC Prod- 
uct a distinctive asset in the 
manufacture of your perfumes 


and cosmetic preparations. 


eS ae oe a 


PERFUMERS MATERIALS 


CORPORATION 


16, N. ¥. «© MURRAY HILL 3-7618 
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(WAST 
NEOINDOL 


A pure colorless chemical body of an Ester nature, pos- 
sessing the odor of Civet-Indol-Skatol. 


NEOINDOL will not discolor on standing, nor in perfume 
compounds such as Jasmin, Neroli, etc. 


NEOINDOL boils in the same range as Indol and Skatol 
without the disadvantages of Imino compounds. 
NEOINDOL has no nitrogen. 


Refractive Index at 20 degrees—1.5330. 


Samples and quotations on request 


Dr. ALEXANDER KATZ & Co. Division of 


F. RITTER & CO. 


Los Angeles 39 Seattle 4 New Orleans 13 Dallas 1 
San Francisco 3 Pittsburgh 22 
Salt Lake City Vancouver, B. C. Mexico, D. F. 


Our catalog contains valuable information for you . . . ask for free copy. 
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A.M.A. Approved 


With the current release from 
the Committee on Cosmetics of the 
American Medical Association, two 
top people in. the home wave kit 
business, two top nail enamel com- 
panies and at least 13 others have 
had their products approved by the 
Committee. 

The Committee as such has been 
operating about 2 years. All kinds 
of nasty things were said about it. 
But this writer can say from first 
hand knowledge, that so far, these 
tirades were unwarranted. 

It is true that some things pub 
lished by the A.M.A. in its Journal 
in the past were not exactly flatter- 
ing to this industry. Some of them 
were absolutely true. Even so, the 
A.M.A. might have used a different 
choice of words in saying what they 
did. Sometimes, one sensed it was 
a battle of personalities in the 
\.M.A. and the toilet goods indus 
try. Such a situation can only harm 
both parties. This condition inso- 
far as the A.M.A is concerned, 
seems to have been corrected. 
Maybe the toilet goods industry 
should try to correct its attitude to- 
ward the A.M.A. Two wrongs do 
not make a right. So often, it is not 
what is said or done, but the way 
it is said or done. What happened 
in the past is water over the dam; 
lets start afresh. 

When you look over the names 
of the companies who have sub- 
mitted products for approval to the 
A.M.A., you will see some pretty 
well known names in the industry. 
The principal objection one might 
have in submitting products for ap- 
proval is the complete control re- 
quired from raw materials through 
to finished product. Also required 
is at least a qualitative formula and 
sometimes a quantitative formula 
of the product submitted. 

In this day, there are few secrets. 
Most of them are in_ processing. 
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esiderata 


by MAISON 


G. pbENAVARRE 


The A.M.A. is not interested in 
these fine points, although they do 
want to know how you make youn 
stull. 

In their published disclosure of 
approved products, no one can take 
exception to the description given. 
Nothing is said that people don't 
already know. So, up to now at 
least, the A.M.A. Committee on 
Cosmetics has not been the ogre 
some thought it would be. Of 
course its future attitude has vet to 
be determined. 


Subtillin Preservative 


Considerable excitement was 
generated when one of the Depart- 
ment of Agriculture laboratories 
announced that the use of subtillin 
in canned foods would require less 
heat for sterilization than usual, 
thus making the products competi- 
tive with frozen foods. 

Immediately, the imaginative ol 
this industry could see an applica- 
tion to our own preservation prob- 
lems. However, the National Can- 
ners Association claims that the an- 
nouncement was premature in that 
the results claimed cannot always 
be obtained, which of course would 
carry over for cosmetics too. It now 
appears that subtillin is not lethal 
to all spore forming bacteria. 


Unprotected Inventors 


Every company is approached at 
some time or other, by an individ- 
ual, with a new product or pack- 
age, which is not patented. How to 
equitably handle such cases? That 
is the problem! Having been a con- 
sultant for many years, I know how 
difficult it is and I also know that 
it can be handled to mutual ad- 
vantage. 

However, the Packaging Institute 
made a study of the problem so it 
could help its members in these 
matters. The study disclosed that 






MI. G. de Navarre at work in his laboratory 


the holder of an unpatented pack 
age, product or idea has practically 
an impossible chance to get a hear- 
ing. Some companies flatly refuse to 
see the person so they will not be 
liable under the law—having been 
hurt by such deals before. 

A variety of techniques are used 
by the 63 companies participating 
in the study. Twenty used form let- 
ters. One flatly refused considera- 
tion in any manner. In general, 
companies involved in the study 
have not worked out an orderly 
routine for considering new prod- 
ucts, ideas or packages. 

A full copy of the report is avail- 
able for $5.00 tor anyone who 
wants the complete text. The Re- 
port No. 291 is called “How to 
Handle the Person from Outside 
Who Brings in a New Idea, Plan, 
Product or Package.” 


Certified Color Dermatitis 


From time to time the dermato- 
logical literature lists sporadic cases 
of allergies or sensitization resulting 
from contact with certified colors. 
The most recent one reported by 
Goldsmith reports dermatitis result- 
ing from contact with Orange I 
(FDC Orange #1) in a candy fac- 
tory, during the recent halloween 
rush. The sensitization of four out 
of 100 girls is quite high. These girls 
handled marshmallow containing 
an orange tinted sugar. The derma- 
titis Was quite severe in one case but 
recovery was rapid when the sensi- 
tizer was removed. 

This is significant to the industry 
because Orange I is a color that is 
quite commonly used. The question 
that arises in one’s mind is “how 
many cosmetic allergies blamed on 
perfume or other ingredients are 
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Choice Fragrances 


~+-FROM A CHEMIST’S “GARDEN” 


. hemical Research works many miracles in simulating 
Nature. From Verona’s laboratories, for example, come pure, 
stable and lasting aromatic chemicals that realistically 
reproduce the appealing fragrances of garden flowers in bloom. 
Verona perfume and cosmetic specialties are as carefully cultivated 


cs the choicest flowers to add fresh notes of distinction to your products. 


SOLE AGENT IN THE U.S.A. FOR J. & E. SOZIO, GRASSE, FRANCE 


VERONA SPECIALTIES: RESINOIDES: 


AMUSKAL OPOPONAX AMBRE E-392 MOUSSE DE CHENE ABSOLUTE STYRAX 
AMBRE 342 lONONES OLIBANUM TOLU 
ALDEHYDE E-317A CYCLAMAL OPOPONAX MOUSSE DE CHENE BRUT 


VERONA CHEMICAL COMPANY, 26 VERONA AVE., NEWARK, N. J. 
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actually caused by the certified color 
used?” 

It will be interesting to see what 
the T.G.A. comes up with when 
their study of allergens is completed 
for publication. 


Patent Available 


Swift & Company has placed on 
the Register several hundred pat- 
ents among which is U.S. Patent No. 
2,507,482 . which covers a process for 
the preparation of a ‘“Malted Milk” 





or “Milk Shake” beverage in dry 
form. A dry powdered ice cream mix 
is added to the proper amount of 
water and is placed on a conven- 
tional malted milk mixer. A little 
shaved ice is added and after a short 
period of mixing a smooth, thick 
beverage is produced. Several dry 
mixes are described in the patent. 

Licensing under this patent can 
be obtained from the company 
mentioned by addressing them at 
the Union Stock Yards, Chicago a 
Illinois. 


Questions and Answers 


840: White Clay Mask 


Q. Is it possible for you to forward 
us a formulae for a white clay 
mask? The one we are interested in 
has an astringent quality, or “tin- 
gle” when applied, dries in about 
10 minutes, tightening as it does so. 
It is easily removed with water, 
after drying. It helps remove dead 
skin, and absorbs a certain amount 
of impurities. V.E.D. Calif. 


1. A white clay mask can be made 
from 15 per cent of the finest Ben- 
tonite mixed with about 2-5 per 
cent of titanium dioxide, the entire 
mixture to be hydrolyzed with 
enough water to make 100 per cent. 
Preservative and perfume must be 
added. You can add to this some 
astringent substances such as alu- 
minum chlorhydroxide complex. 


$41: Preventing Separation 

Q. We are making a hand lotion 
ol the following formula. (Formula 
given.) It separates on standing, 


how do we prevent this? 
R.E.C. Trance 


1. We suggest that you increase 
your stearic acid to five parts and 
add about two per cent of self 
emulsifying glyceryl monostearate. 
You might also try adding a quar- 
ter part (0.25) of Borax. If this does 
not work please let us know. 


842: Stabilized Peroxide 

Q. We are interested in putting up 
a stabilized peroxide, making it 
non-deteriorating. In one of your 
recent issues I saw a formula for 
making a bleach oil. I cut this out 
of your magazine, but unfortunate- 
ly I misplaced same. I will appre- 
ciate it very much if you will give 
me the above. J.F.C. Ohio 


A. A hair bleach oil such as you 
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intend to make usually contains 
varying amounts of propylene gly- 
col laurate, self emulsifying, in 
mineral or vegetable oil, the 
amount of the laurate depending 
on the cost you can stand. In use a 
small amount of the oil is mixed 
with peroxide forming a_ thick 
frothy emulsion which is then ap- 
plied to the har. Peroxide is 
usually stabilized by the addition 
of 0.05 yi acetanalid. Your 
supplier of peroxide will tell you 
how to incorporate it. 


$43: Egg Shampoo 


Q. | was wondering if you could 
help me with a formula for an egg 
creme shampoo liquid and an egg 
creme shampoo dehydrated. Any 
information will be greatly appre- 
ciated. S.A.E. Calif. 


1. You can make an egg shampoo 
by using either raw egg or dehy- 
drated egg. Generally at least 5 pe 
cent of de hydrated egg is required 
if the name is to use the word ' ‘Ege”’ 
in the title. Some products on the 
market contain less, but the F.D.A. 


does not condone the practice. 


844: Solid Colognes 


Q. We would like very much to ob- 
tain some basic formulas for solid 
perfumes and colognes, and we 
would appreciate very much your 
furnishing this information, if it is 
available. M.A.H. Illinois 


A. In any event, there is a sharp 
difference between solid perfumes 
and solid colognes. The_ solid 


colognes are made essentially by 
dissolving in alcohol from 5 to 8 
per cent ‘of sodium stearate as such, 
or made in-situ. This may be modi- 
fied by the addition of 5 or 10 per 
cent water and up to about 5 per 
cent glycerin. Ordinarily from 2 to 








+ per cent perfume is used. In the 
case of solid perfumes, these are 
made from fatty vehicles such as 
iso propyl palmitate solidified with 
an ap propriate wax such as bees- 
wax, ceresin and/or carnauba wax. 
Here the per cent of perfume will 
run all the way from 10 to 20 pe) 
cent. 


845: Solid Perfume 


Q. Please supply a solid perfume 
formula. C. C. P., Colorado 


1. A solid perfume can be made 
from a very light mineral oil which 
is solidified with some twenty to for- 
ty per cent of a mixture of waxes 
consisting principally of paraffin 
and beeswax. Occassionally one or 
two per cent of carnauba wax gives 
firmness to the mass not obtainable 
otherwise. 


846: Coconut Oil Soap 

Q. We have been making modest 
quantities of liquid soap using dis- 
tilled coconut fatty acids and othe1 
distilled fatty acids. However occa- 
sionally consumers specify liquid 
soaps made from whole oils, in or- 
der, we presume, to have some 
glycerine present. Can you tell me 
just what grade and type of coconut 
oil is commonly used for such liquid 
soaps? M.F.G. Penna. 


1. The best coconut oil to use is 
the Cochin variety which gives the 
lowest chill point. If f chill point is 
nota problem, any hind of coconut 
owl may be used. 


847: Household Deodorant 


Q. We are being asked for a mod- 
ern stick cologne. There seems to be 
quite a demand for this type of 
product. In testing some of the 
products on the market they seem 
to melt at body temperature on ap- 
plication, go on very easily but the 
odors don’t seem to last as long as 
perfume. Can you suggest a formula 
for experimentation along this line 
that will give a transparent product 
that will be easy to apply yet firm 
enough to handle and not be sticky 
after application, along with proc- 
essing information. Also, we are in- 
terested in a spray type household 
deodorant formula and a spray at- 
tachment. T.Y.V. New York 

Regarding a modern stick co- 
logne, these contain from 5-10 per 
cent of hard soap or sodium stear- 
ate in alcohol containing from 2-5 
per cent perfume oil. The mixture 
is melted together and poured into 
moulds. House Sprays contain from 
3-4 ounces of formaldehyde per 
gallon of spray with some perfume. 
The only spray attachment we know 
of isa plastic one. 
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Floral creation of unusual intriguing 
odor...suggestive of the subtle charm and 
mystery of the native background 
with an appealing character that lends 


delicate bouquet to toilet waters and perfumes. 


Samples upon request 


LABORATORIES INC. 


CHICAGO 6 - NEW YORK 61 - LOS ANGELES 13 


DALLAS 1 « DETROIT 2 « MEMPHIS 1 + NEW ORLEANS 13 + ST. LOUIS 2 » SAN BERNARDINO + SAN FRANCISCO 11 
FLORASYNTH LABS. (CANADA) LTD.—MONTREAL + TORONTO + VANCOUVER « WINNIPEG * FLORASYNTH LABORATORIES DE MEXICO S. A., MEXICO CITY 
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ontrolling Viscosity in Cosmetics 


How to control viscosity in pastes and creams by 


rheological tests 


control laboratory 


ROBERT H. 


ANY pharmaceutical and most cosmetical products 

are required to possess a “consumer appeal.” The 

chemist employed in this branch of industry has 
therefore to pay attention to uniformity of production 
and the maintenance of a good appearance of the prod- 
ucts, and also to consider fully the form of a product most 
likely to ensure that the user can employ it to the best 
advantage. 

In order that a formulator can investigate the effect of 
modifications of a recipe and of the method of manufac- 
ture, and the production department can ensure a uni- 
form product, there is need of a means of evaluating the 
consistency or “body” of a product. This is a complex 
summation of a variety of physical attributes and even if 
it were possible to resolve consistency into all its com- 
ponent items, the task of finding an equation in which 
each component contributed its correct quantum would 
be almost insuperable. The usual method adopted is the 
practical one of touching with the finger or squeezing a 
tube, methods only of use when the assessor is gifted in 
that way and has experience. Attempts by means of me- 
chanical devices to imitate these tests never seem to be 
successful. It has been found, however, that the rotating 
cup viscometer does give values that have some sort ol 
relationship with quality and are reproducible not only 
on samples from the same batch but also on the same 
sample, provided that the conditions of experiment are 
not varied. 

It is the purpose of this note to indicate some of the 
ways in which such a viscometer can be applied in the 
works control laboratory. Mention is made of the value 
of this instrument in following the effect of variations in 
the manufacturing processes and of the changes that can 
occur in di- or multi-phase systems on storage. 

Dentifrices and shaving and hair creams must possess 
“body.” At the same time this body should not be so great 
that difficulty is experienced in the filling of the product 
into tubes or bottles. If the degree of “body” required 
of the preparation when in the hands of the user is such 
that filling would be difficult, then the cream or paste 
must be comparatively fluid when made and become 


® Beecham Research Laboratories, Betchworth, Surrey, England 
Reprinted by courtesy of The Analyst, London, England. 
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Using the viscometer in the 


. . Importance of proper control 


MARRIOTT* 
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Photo from Oilways 
The viscometer is a necessary instrument for complete quality con- 
trol in pastes and creams. The recording viscometer shown above 


is used in one factory to control consisiency of adhesive pastes. 


firmer on storage, ?.¢., it must possess thixotropy. When 
the cup of the viscometer is filled, the plunger dipped 
into the material under test and the motor started, the 
torque is taken up by the torsion wire until a point is 
reached when the plunger ceases to be carried round. The 
angular deflection at this point is a measure of the vis- 
cosity of the material. If the substance has structure, the 
torsional deflection will decrease as this structure is 
broken down and in the course of time the torsional de- 
flection will reach a constant value. Fig. | shows curves 
for the torsional deflection plotted against time, for 
shaving cream and tooth paste. The upper of the two 
curves for shaving cream indicates the highest values 
found in practice for a particular well-known product 
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and the lower curve gives the minimum permissible 
values if the product is to be deemed satisfactory. For the 
tooth paste, the highest curve is one relating to a popula 
brand and the two lower curves are characteristic of an- 
other make. These curves were obtained with the freshly 
made unstored product. 

The effect of the conditions of manufacture of hair 
cream 2 when the ingredients are 
mixed at a slow rate of stirring, the cream is almost New- 
tonian in character. As the rate of stirring is increased, 
the amount of thixotropy becomes more marked and at 


is indicated in Fig. 


the same time the viscosity becomes significantly greater. 
Che top curve indicates the values for the emulsion when 
made in large bulk, but prior to homogenisation. 

In making ointments or lotions, cetyl alcohol is often 
employed as a stabiliser of the emulsion. While it is 
known qualitatively that increasing the percentage of the 
fatty alcohol increases the the ro- 
tating cup viscometer enables a numerical assessment of 
3 shows the torsional 


body or consistency, 


this effect to be rapidly made. Fig. 
deflection plotted against the cetyl alcohol content of an 
oil-in-water emulsion. The upper line shows the varia- 
tion in the yield value, the lower the variation in the 
equilibrium viscosity. The distance apart of the two 
curves is a measure of the thixotropy. 

Fig. 4 shows the equilibrium viscosity values of shaving 
cream, tooth pastes and hair cream plotted against time 
of storage at ordinary laboratory temperature. The shav- 
ing cream appears to reach a constant value after about 
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8 weeks. One of the tooth pastes rapidly increases in 
viscosity, probably attaining an equilibrium in 2 weeks, 
whilst the other appears to require about 12 weeks. The 
hair cream behaves rather differently in that there is only 
a slow increment for the first 4 weeks, after which the con- 
sistency rises rapidly to a constant value. During the in- 
crease in the equilibrium connaseney there is also a gain 
in the yield value, the thixotropy, i.e., the difference be- 
tween the yield and the equilibrium ‘oiliate often becom- 
ing greater. In this state the cream would be difficult to 
shake out of the bottle and it would be necessary to stir 
it or else subject it to vigorous shaking. 

It will be seen that this form of viscometer can be used 
to give a numerical assessment value to pastes and creams 
which will enable the manufaciurer to maintain a con- 
stant quality. Its value in the factory is twofold. Firstly, 
the determination can be quickly carried out, so that the 
rate of production is not prejudiced, and secondly, it en- 
ables a mass of experience to be built up which will lead 
to a quick decision as to the steps to be taken to rectify 
a mistake and to prevent any subsequent repetition. 
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High-Pressure Tactics Hurt You 


How department store salesgirls drive customers 


away by trying to sell too many items . . . Remedy 


is in educating salesgirls to sell tie-ins more carefully 


JILL JESSEE 


ALES training encompasses more than the impart- 

ing of knowledge about your own products. Proper 

sales training must also include selling attitudes: 
the difference between constructive selling and high 
pressure selling; the difference between good manners 
at the counter and atrocious manners; the difference 
between educating a customer and bleeding a customer; 
the difference between making a high sale and making 
the right sale. 

When business lags, it is a human tendency to put 
pressure on salespeople to produce. When _ business 
booms, it is equally human to neglect proper sales 
training because the sales seem to be taking care of 
themselves, so what's the use! One way or another, we 
too often fail to train the salesgirl in day-after-day cour- 
tesy and consideration, in day-after-day sound selling. 


Customers Antagonized 


If customers vow never to darken a salesgirl’s counter 
again because she forced undesired purchases from 
them, you must share at least part of the blame. Per- 
haps you even believe in high pressure selling and feel 
that the more sales that can be squeezed from a cus- 
tomer, willing or not, the more credit to the salesgirl. 
You would change your mind quickly enough if you 
could hear customer comments on the subject. If you 
knew the women who avoid certain stores, certain sales- 
girls, and certain cosmetic lines because they were made 
uncomfortable and even insulted in the effort to get a 
bigger sale, you'd stop at nothing to make restitution 
and to regain the goodwill of such women. 

Granted that multiple sales are what make the in- 
dustry run, there are more ways than one of getting 
those sales. We can best illustrate the difference be- 
tween high pressure selling and constructive selling 
with two examples: 

Cornelia Otis Skinner has a skit in her repertoire un- 
doubtedly based on a personal experience in a cosmetic 
salon. If you heard it on television or elsewhere, you 
must have blushed for your industry as we did. And 
don’t think it couldn’t happen in a department store 
because the same tactics are used every day even 
though the setting and circumstances vary. 

Miss Skinner acts the part of the average customer 
who has dropped in at a salon to buy a box of face pow- 
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der in a medium shade which comes in a square blue 
box. She soon fiinds out that her needs aren’t as simple 
as all that as she alternates between being the customer 
and a series of experts who besiege her and her pocket- 
book. Your sympathies throughout are with the poor, 
bewildered woman who is insulted left and right. 

As she is passed on from the decoy salesgirl to the 
consultant who will give her a three-minute complex- 
ion analysis whether she wants it or not, she is told that 
the shade she thinks she wants would never do for her 
“sallow” skin but is intended rather for the pearly-per- 
fect complexion which this customer obviously never 
had and never will have. And it becomes apparent that 
no box of face powder will be produced until she is 
convinced that she must purchase a carload lot of 
creams from cleansing to hormone, until she subscribes 
to an exercise course, and until she succumbs to an im- 
ported evening bag. 

But even though she is told in no uncertain terms 
about her sallow skin, her crepey throat, her sagging 
chinline, her bulges in the wrong spots, and on and 





‘And this is the only known substance which will remove our prod- 
ucts after you have used them.” 
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on, Miss Skinner finally defeats her attackers by shrink- 
ing toward the exit and muttering, “Never mind, I'll 
just go to a drug store.” 

That, gentlemen, in brief, is why many women 
who might conceivably buy more than a box of face 
powder if handled properly find refuge in a drug store. 
You may sell to drug stores too, but what about all that 
expensive sales help in the department store, that 
“trained” sales help that’s going to waste! 

Although we might re-do the entire Cornelia Otis 
Skinner story and show how it might have been done 
instead of the way it was done, let’s shift to an entirely 
different situation. This is a true story and one which 
exemplifies in a simple way how important customer 
education is in our selling scheme. 

The scene is a store where a special representative is 
visiting. A woman comes to the counter to return a 
bottle of toilet water which was a gift and which she 
thinks she doesn’t need because she already has that 
same fragrance in perfume. The salesgirl to whom she 
explains the situation meekly accepts the toilet water 
end prepares to make a refund when the special repre- 
sentative steps in very graciously and asks if she may 
speak to madame for a minute. 


Inform the Customer 


The story is repeated, but the special representative 
tells the customer that she is most fortunate that her 
friend, even hough unwittingly, gave her toilet water 
in fragrance to match her perfume. She then goes on to 
explain that tcilet water and perfume do not overlap 
in their purposes but, rather, belong together. She tells 
the customer how to use the toilet water as an all-over 
body fragrance to provide a foundation or background 
for her perfume. The customer, fascinated, exclaims, 
“But no one ever explained that to me before. I’m 
very grateful to you for telling me.” Needless to say, 
the customer leaves the counter with the toilet water, 
happy in her new-found knowledge. As easy as that! 


Sell All Lines 


But the story is not complete without revealing that 
the toilet water in question was from a competitive 
line to the one the special representative was promot- 
ing. This amazed the store salesgirl, which is another 
reflection on the type of training that prevails in our 
industry. If we would all think in terms of the customer 
and her cosmetic education lacks instead of in terms of 
immediate dollars on our own lines, we would do a 
service not only to the customer but to ourselves. The 
woman who learns how to use more cosmetic products 
will put more dollars into everybody’s pocket—the 
, other fellow’s today, yours tomorrow! 





Company Presidents Stick 


corr presidents tend to spend their entire 
careers with one or two firms, a survey by the Ameri- 
can Institute of Management reveals. Of 159 represen- 
tative companies studied, 36 per cent of the presidents 
spent their entire working lives with just one company. 

Almost 20 per cent of the presidents worked for no 
more than two companies, and 17 per cent for no more 
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than eight companies. A notable fact developed by the 
survey was that one-fourth of all the presidents who 
worked for more than one company stayed within the 
same industry throughout their careers. 

This means, the Institute pointed out, that a total of 
84 out of 159, or over 50 per cent, of the presidents 
studied either stayed with one company, or worked in 
the same industry all the way to the top. The study in- 
dicates that the fewer companies a man works for, the 
more likely he is to become president. 

The study also showed that 65 per cent of the 159 
reached the presidency between their 40th and 50th 
birthdays. The 159 company presidents were married 
at the average age of 27. The national male average 
for marriage last year was 2114. q 

The evidence developed shows that accountants and 
lawyers have a much better chance to become presi- 
dents than chemists. 





Official Gobbledy gook 


HE following satire from Typo Graphic will at- 
ford amusement to executives who will recognize 
many of the terms used ccnstantly in business. 
A Conference 
A conference is a group of people who individually 
can do nothing but who can meet collectively ana 
agree that nothing can be done. 
A Committee 
A group that keeps minutes and wastes hours. 
An Expert 


An expert is a person who avoids all the small errors - 
as he sweeps forward to the grand fallacy. 


An Administrative Analyst 


An administrative analyst is a man who, if asked to 
perform an appendectomy, would approach it through 
the mouth. 

Note and Initial 

Let’s spread the responsibility for this. 

Give Us The Benefit Of Your Present Thinking 

We'll listen to what you have to say as long as it 
doesn’t interfere with what we've already decided to 
do. 

To Mastermind 

To avoid blame for not doing while getting credit ’ 

for the doing of others. 


An Economist 


An economist is a man who tells you what to do ' 
with the money that you would not have if you had 
followed his proposals. 
A Statistician 


A statistician is a man who draws a mathematically 
precise line from an unwarranted assumption to a fore- 
gone conclusion. 





A vacation is two weeks of playing followed by fifty 
of paying.—Phoenix Flame. 
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Emergency Problems Anticipated 


Essential Oil Assn. takes steps to protect industries it 


Serves. 


. .Need to write contracts on which guarantees will 


not be given for possible price fluctuations emphasized 


HE useful work that has been done by the Essential 

Oil Association to protect the interests of the in- 

dustries it serves in view of the national emergency 
was discussed by Hans P. Wesemann, president, at the 
annual meeting and banquet in the Savoy Plaza hotel, 
New York on the evening of January 7. Considering the 
possibility that essential oils and aromatic chemicals 
might be subjects of control a committee was set up 
consisting of Hans P. Wesemann, chairman, Fred E. 
Shoninger and Valentine H. Fischer to cooperate with 
W. Stuart Symington chairman of the National Securities 
Board. 


Customs Procedure 


In addition simplification of the customs procedure 
was proposed and in view of import difficulties an import 
committee was appointed under the leadership of C. J. 
Waegelin. Other problems considered were the trend 
adopted by a number of houses to sell under the terms 
of “net 30 days without discount” and differentials. 
Emphasis was also placed on the need to write contracts 
on which guarantees would not be given for possible 
price fluctuations. 


Export Declarations 


The unanimously decided that recom- 
mendations should be made to the Department of Com- 
merce that each of the following products should have 
a separate classification number in the forthcoming Ex- 
port Schedule B issue: natural essential oils, synthetic 
essential oils, aromatic chemicals of natural origin, aro- 
matic chemicals of synthetic origin, natural flavors, syn- 
thetic flavors, aromatic compounds containing natural 


association 





New officers for 1951: George H. McGlynn, vice president; Gerard J. 
William §S. 
photographed after their election, All spoke briefly later. 


Danco, president; and Fairhurst, secretary-treasurer, 


and-or synthetic essential oils and-or aromatic chemicals 
of natural and-or synthetic origin and balsams, gums 
and resins. J. Preston Wills chairman of Industry Ad- 
visory Committee No. 8 has noted these classifications 
and promised to bring the recommendations before the 
Department of Commerce. There is every reason to ex- 
pect that the foregoing products will be classified as sug- 
gested. If this is done the confusion in filing export 
declarations under previous Schedule B will be ended to 
the relief of all exporters. 

In his report Dr. Eric C. Kunz, chairman of the Scien- 
tific Section, pointed out that the section had worked out 
and had had approved by the association by 1949 ex- 
actly 43 specifications and eight tests; and to that im- 
posing number there were added in the past year 12 
more specifications and four more tests and a standard 
testing procedure for gums and resins of animal and 
vegetable origin were worked out. The EOA Book of 





Ray McCue, 


land enjoying a rare “view.” All men at heart are artists. 


{lexander Farkas, Ray Schlotterer and Harry C. Ry- 
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Camille Bourguet, Dr. E. C. Kunz, Joseph Rudolph and E. J. Strobl 


all in good spirits. None are unduly disturbed by the outlook. 
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1. J. Johnson, R. L.. Daggett, F. 


G. Buehler, G. J. 


Waeglin, Harry C. Ryland and Fred- 


erick J. Lueders made up a lively table at the annual banquet which followed the meeting. 


Specifications and Standards now includes 57 essential 
oils, synthetics and isolates. 
New officers of the association are: 
President, Gerard J. Danco, Gerard J]. Danco Inc. 
Vice President, George H. McGlynn, Magnus, Mabee 
& Reynard Inc. 
Secretary-Treasurer, William S. 
Products Corp. 


Fairhurst, Tombarel 


Executive committee: H. P. Wesemann and F. J. 


Lueders, elected at the meeting; and the following chair- 





ilfred 


Warren enjoy an informal get-together just before the banquet. 


Henry Eickmeyer, William Dunney, Jr., Charles Fricke and 


men of standing committees appointed for 1951 who 
automatically become members of the committee: Philip 
Chaleyer, Ph. Chaleyer, Inc.; F. Dittrich, Ungerer & Co.; 
Val H. Vischer, Dodge & Olcott, Inc.; F. K. Goudsmit, 
van Ameringen Haebler, Inc.; Dr. Eric C. Kunz, Givau- 
dan-Delawanna, Inc. and George J. Tombak, E. I. du- 
Pont de Nemours & Co. 

Reports were also made by the following cémmittees: 
Trade Mark, Philip Chaleyer; Grievance, V. H. Fischer; 
Export, F. K. Goudsmit; Aromatics, George J]. Tombak 
and Import, G. J. Waegelin. At the conclusion of the 
meeting president elect Gerard J. Danco took the chair 
and called on the newly elected officers for a few words 
of greeting. A cocktail hour and the annual banquet 
followed. 

In their various reports tributes were paid to Ray C. 
Schlotterer managing director of the association for his 
efhcient work on behalf of the association. 


Uncertainties Do Not Trouble 
Package Users 


UPPLIERS, designers and users of packages for con- 
sumer goods are facing up to the fact that from now 
on—barring an unexpected outbreak of peace—they 
must struggle along under the combined weight of gov. 
ernment restrictions, shortages and substitute materials. 
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While packaging spokesmen are uniformly uncertain 
about what tomorrow will bring, they consider the out- 
look, at the moment, to be far from bleak. 

Among the reasons for looking at the bright side are 
these: (1) the fact that everyone in the field learned 
much from his experience during World War I; (2) 
all forward-looking packaging people started research- 
ing the possibilities of substitute materials as soon as 
the Korean fighting began; (3) the belief—and_ this 
seems to be the bedrock basis for the air of cheerful- 
ness—that mest manufacturers of packaged products 
will be able, in a tight econemy, to sell practically ev- 
erything they can produce no matter how the package 
looks. 

Growing defense commitments of course mean that 
retail shelves are destined soon for a less gaudy look 
than they wear today. First items to be stripped from 
packages will be those frills which merely serve as 
merchandising aids and which play no part in protect- 
ing the preducts they contain. 

The cellophane shortage means that windows in 
packages will soon be no more. Replacing the cello- 
phane window, will be photographic representations 
which don’t materially affect the looks of the package 
itself. 

A number of designers said they are busy revising 
labels that now appear on tin cans so that they can 
be used on glass jars. Designers, who are advising cli- 
ents that the quality and whiteness of box-board con- 
tainers may be expected to deteriorate in the future, 
are also working on labels calculated to overcome the 
anticipated grayness of packages made from this 
material. 

The Toilet Goods Assn., which said the industry is 
going to do the best it can in the face of developments, 
thinks ingenuity will play a major role if and when 
things get tough. If metal packages are out, the indus- 
try will move to plastics and wood and paper and fibre. 

Toilet goods companies will go right ahead with 
their advertising, it was said, stressing the theme that 
metal and other materials have gone into defense ef- 
forts. A spokesman for the association said that, while 
toilet goods might not then come in pretty packages, 
“we don’t have to convince women about the desirabil- 
ity of our products.”—Advertising Age. 


Even if we aren’t aware of it, our actions are almost 
always observed. Even if we aren’t aware of it, the 
opinions of people who don’t seem important to us to- 
day, may be very important to us tomorrow.—R. L. 
Evans. 
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How to Woo the Purchasing Agent 


Suggestions to salesmen for making their calls more welcome 


and their work more efficient. . . . What the salesman wants 


and has a right to expect from the purchasing agent in return 


J. E. COLEMAN* 


PURCHASING AGENT can help a good sales- 
man to become a better salesman. 
salesman can help a good buyer to become a better 
buyer. Both men will profit if they will only take time to 
acquire a better understanding of each other's problems. 


A successful 


What the Purchasing Agent Wants 


This is what the purchasing agent wants from sales- 
men: 

|. Make an appointment. When a lengthy presenta- 
tion is necessary, an appointment permits the buyer in 
many cases to schedule his time so it will not be necessary 
to rush the salesman, or cut short the interview. This 
eliminates the necessity of a second call when one call 
should be mutually sufficient. 

2. Be on time for the appointment. Tardiness may 
cause conflict with appointments of other sales repre- 
sentatives. 

3. Respect scheduled calling hours when you do not 
have an appointment. The salesman should realize the 
buyer has much routine work which must be accom- 
plished each day. Visiting hours are established particu- 
larly to take care of this situation. 

Late afternoon calls on the purchasing agent, unless 
by appointment, often prove unsatisfactory. The pur- 
chasing agent at that time is usually reviewing the pur- 
chase orders typed that day. The salesman should soon 
learn the daily routine of his customers and try to make 
his calls suit their daily routine. 

4. Contact through the purchasing department. Con- 
tact with other departments should be through the pur- 
chasing department. The good purchasing department 
will willingly arrange any necessary meetings with the 
various interested individuals in his organization. 

Many salesmen by-pass the purchasing deparcment. 
‘This may react to the salesman’s disadvantage when in- 
quiries are sent out. Such a salesman would probably 
receive an invitation to bid. But, if the purchasing de- 
partment is not familiar with their specific products, and 
does have a detailed knowledge of a competitor’s prod- 
uct, which may appear to offer the best buy, the order in 
all probability would go to the competitor. 

5. Make a sales presentation. It is something that all 


*Purchasing agent, Pittsburgh Group Companies. Published by courtesy 


of Sales Management. 
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Salesmen visiting Macy’s in New York come to the fifteenth floor to 
keep appointments with buyers who wait in sample and conference 
rooms. This effective introduction to both 


assures an parties. 


purchasing agents appreciate. However, the salesmen 
who make such formal presentations are definitely in the 
minority. 

6. Base your selling on merit of product. Some sales- 
men calling upon buyers open the conversation by say- 
ing they are very well acquainted with the “boss.” They 
spend much time stressing this relationship, and thereby 
cause buyers to doubt its authenticity. 

This sort of approach hurts the salesman. The buyer 
suspects that the product is not as good as the competi- 
tion, and that therefore the salesman resorts to an appeal 
of a real or fancied friendship. 

7. Be a customer’s representative. A good salesman 
usually acts as the customer’s representative when deal- 
ing with the salesman’s company. He knows the cus- 
tomer’s requirements and the vendor’s ability to satisfy 
these requirements. 

If the requested material is not available, the salesman 
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should know if one of his company’s other products will 
be satisfactory, at least for an emergency. 


8. Reply promptly to requests for information. 

9. Give honest market information. An estimate of 
future conditions is always subject to error, but the 
buyer expects truthful information so that he may pur- 
chase wisely. 

10. Tell how other customers are using your product 

especially if it is new. It is surprising how few salesmen 
take advantage of the fact that their new products are 
being used by other customers in the same location or 
trade. 

The salesman, however, is not the only one who needs 
to cooperate better. Purchasing agents, too, can improve 
their methods of working with salesmen. The following 
is a list of methods or policies to which purchasing 
agents should conform in their relations with salesmen. 
If the salesman is working with purchasing agents who 
do not conform, he and his sales manager might well be- 
gin a program of education of these purchasing agents. 


What the Salesman Wants 


This is what the salesman wants from purchasing 
agents: 

1. A prompt and courteous reception. The salesman’s 
time is valuable to himself, his company and its cus- 
tomers. ‘Therefore, his time should not be wasted by a 
purchasing department's inefficient system of handling 
vendor’s representatives. 

If an executive has no time for an interview, the pur- 
chasing department receptionist should inquire as to his 
business, ask the salesman about the nature of his call 
and advise him that someone else would be glad to see 
him. The alert purchasing department respects the sales- 
man, makes the most of his specialized knowledge and is 
glad to see this representative who can advise of new 
products and methods. 

2. An opportunity for a_ sales presentation. Even 
though the salesman receives a prompt and courteous 
reception, if he is not given the time for his sales presen- 
tation, he feels his call has been unsuccessful. Some buy- 
ers interview salesmen in the reception room, which may 
contain some of the salesman’s competitors. This is, of 
course, unsatisfactory and unfair to the salesman. 

Further, the salesman cannot make a good presenta- 
tion if the buyer is continually looking through papers, 
or placing telephone calls. The salesman also has his 
responsibility. When he observes the buyer is exception- 
ally busy, he should make his call as brief as possible. 

3. Facts about company buying policies. In some com- 
panies certain items are purchased through a single or 
very limited group of vendors. Perhaps reciprocity is a 
factor. The time of seller and buyer will be conserved if 
the seller is advised of these buying policies on his first 
Visit. 

1. Facts about what the buyer wants, or how the ma- 
terial is to be used. Many purchasing agents believe that 
their use of a product is not the business of the vendor, 
and that as long as the buyer is willing to pay for the 
purchase, the vendor should be satisfied. 

This is short-sighted policy. Most salesmen are spe- 
cialists in use of their products. If they are freely con- 
sulted, they can usually offer worthwhile advice on better 
uses. When a product wanted by the buyer is not avail- 
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able for an emergency shipment, the salesman’s knowl- 
edge of his customer’s use of these products may permit 
him to recommend a substitute product. 

5. Correct specifications. Do not offer unnecessary 
specifications to vendors who wish to submit bids. 

6. Maximum lead time in filling orders. Some buyers 
ask for immediate delivery when it is unnecessary. The 
buyer should consider the seller’s problem and realize 
the difficulties and extra expense incurred when quick 
delivery is requested. The seller is much more likely to 
go all-out to help the customer who usually orders ahead, 
than he is to help the customer who always wants special 
consideration. 

7. Reasons why he does not receive an order after 
quoting on an inquiry. Considerable time and effort may 
go into preparing a quotation submitted in response to 
an inquiry from the buyer. If the order is awarded to an- 
other vendor, the seller is acting properly if he inquires 
whether the order has been placed, and if so, the reason 
he did not receive the business. 

8. Permission to secure proper contacts in the buyer's 
organization through the purchasing department. Many 
purchasing departments are lax in providing the sales- 
man with proper contacts in the company. If the sales- 
man cannot see the operating and other department per- 
sonnel through his calls on the purchasing department, 
he will soon by-pass the purchasing department. This 
will be to the probable detriment of both seller and 
buyer. 

9. Notification when defective material is received. 
When a buyer receives defective material and simply 
stops purchasing a supplier’s product without an ex- 
planation, the supplier salesman has not had a full 
chance to prove his company can produce a satisfactory 
product. 

The purchasing agent, or buyer, is in a position to be 
one of his company’s best salesmen or public relations 
ofhicers. The treatment a salesman receives in the pur- 
chasing department is reflected throughout the com- 
munity, or area, as the various salesmen travel and com- 
pare notes. 


Don’t Raise Prices Now 


USINESS men will not gain anything by raising 

prices in anticipation of price control according to 
Mobilization Chief Stuart Symington. “If it becomes 
necessary to establish price control,” he said, “the gov- 
ernment will analyze industry by industry and com- 
modity by commodity. 


Third Dimension in Business 


OME companies have found long ago that it takes 

more than selling a product or performing a serv- 
ice. They treat an order as an opportunity to cement 
friendship and develop the feeling of “I’d rather buy 
from Many complaints on the part of the cus- 
tomer are also used in the same direction. 

This “extra” something has been called the third 
dimension in business. It is a big producer of long- 
term sales. The slogan “service first” is the surest door 
opener.—Chemonomics. 
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The Hyrax in Perfume Chemistry 


This small rodent-like animal is the source of hyraceum 


for fixing odors ... 


duced. 


ERIC 


HE hyrax is a small animal inhabiting rocky parts 

of Africa and West Asia, whose excreta is used for 

making extracts used in perfumery for fixing per- 
fumes, in the way that tincture of musk and civet are 
used. The smell of this excretion from the hyrax re- 
sembles very closely that of castoreum, and although 
the secretions of these animals are closely connected 
with sex attraction in the breeding season, the hyrax 
appears to secrete the scent outside the season also, 
mostly in its urine. Hyraceum has not yet been synthe- 
sized like civetone and other animal odours, and recent 
researches in France and elsewhere into the chemistry of 
hyraceum will no doubt prove valuable to this end. 


Source of Hyraceum 


Commercial hyraceum is obtained from a mixture of 
the urine and the faeces and has usually been obtained 
from one species, the Cape Hyrax (Procavia capensis) 
of South Africa and Natal, although attention has also 
been given to the Syrian Hyrax which I found inhabit- 
ing the rocks and cliffs of the Dead Sea and Jordan 
Valley rift, and the mountains of the Arabian and the 
Sinai deserts. The dried matter is found in very hard, 
heavy, brown masses in the rocks and it bears a strong 
faecal smell. A slight proportion of ketones which play 
an essential part in the secretions of civet (civetone) 
and the muskrat (muscone) are found. The French chem- 
ist Lederer kindly sent me his notes recently of a study 
of the excretions of animals he has been making at the 
Faculty of Science at Lyons. His analysis of a 60 grs. 
sample of hyraceum is as follows: Ashes 26%, water-solu- 
ble material 60%, ether-soluble substances contained 
3% neutral matter, including hyraceum), 7% acids and 
1% phenols. 


Analysis 


When cool, the ether extract of the neutral part de- 
posits colourless, odourless crystals free from nitrogen, 
about 2% by weight of the material. The acid part con- 
tains a strong proportion of benzoic acid like that of the 
urine of all herbivorous animals, the hyrax feeding prob- 
ably entirely upon the desert plants. The neutral part 
contains a slight proportion of ketones. The smell of 
most of the samples recalls that of castoreum, the prod- 
uct of the beaver. Thus we may summarise the analysis 
as follows: 
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the substance is pro- 


Analysis and characteristics of hyraceum 


HARDY 


Hyraceum 
Ashes 26% 
Soluble in Water 
Insoluble 60% 


29% (Nitric Substance 10%) 


Acids 7% 
Ether Soluble: Phenols 1% 


Benzoic substance 
Non-Nitric substance 
F.:195 2% 
Ketones 0.5% 
Non-Ketonic 0.5% 


Neutral 3% 


As Lederer indicates (Travaux Recents sur la Chimie 
des Parfums D’Origine Animale, “Industrie de la Par- 
fumerie” Vol. 1 Nos. 4-5) the hyrax probably excretes 
these aromatic and other substances without previous 
copulation between the sexes, and they are accumulated 
in the place of excretion, the bladder of the cloaca. 
Most of these animal scents originate from the animal’s 
food supply (for instance the castoreum secreted by the 
Canadian beaver (although not in its sex glands) con- 
sists essentially of derivatives of the bitter glucoside 
Salicin which gives it the turpentine or fine resin odour 
of the bark of the pine tree, its main food; but castoreum 
secreted by the Siberian beaver has the odour of birch 
tar, as it feeds mainly upon birch bark. In one area near 
the Dead Sea where I had a colony of hyrax under ob- 
servation, their food supply plants were almost all gypso- 
phytes (plants growing in soil particularly rich in gyp- 
sum, like the sea-blite Suaeda asphaltica, the sea orache, 
Atriplex, parvifolim, the bean-caper Zygophyllum, the 
marigold, Calendula aegyptiaca, also birds foot trefoil, 
etc. Elsewhere of course they would resort to normal 
spring herbaceous growth, also to some non-saline succu- 
lents, and occasionally to winter growth on halophytic or 
salt-loving plants. The Cape hyrax or “klipdas” feeds 
upon grasses, aromatic herbs and the young twigs of 
bushy shrubs. 

Unlike the beaver, it is not necessary to catch and kill 
the hyrax in order to obtain scent pouches: the excreta 
only need be collected. The habits of the hyrax lend 
themselves to this for it is remarkably clean, usually re- 
sorting to favoured places in order to secrete its dung. 
This of course is probably an instinctive habit to avoid 
scattering its dung widely over the bare rocks which it 
haunts and thus disclose its location to the various preda- 
tory animals. 
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OH OH OH OH 
O-0O-0-0-0-¢ 0 
CH, CH, CH, CH 


CH3 COOH 
p-cresol 3. ad 
CHNH, CH, CH, COOH 
p-ethyl- 2. ol 
COOH COOH henol 1. p-oxy-phenylprepionic acid 
P 2. p-oxy-phenylacetic acid 
Tyrosine l 3. p-oxy-benzoic acid 


Extracts suitable for perfumery chemistry have also 


been obtained from the urine of the rabbit and of the 
gravid mare. The urine of the mare contains the sex 
hormones. ‘The phenols are found in the urine in the 
form of odourless sulphuric ethers. On separating the 
ketones and phenols there is left a part with a very 
strong odour which has been described by H. Sabetay 
(“Les Travaux recents d’analyse et de synthese orga- 
niques et la Chimie des Parfums 1930-1938,” Gautheir- 
Villars, Paris 1936 & 1941). Marshall (Nature, 140,362, 
1937) has ascertained the greater part of these phenols 
to consist of p-cresol. Struck by the similarity between 
the constituents of castoreum and the urine of the ver- 
tebrates, Lederer looked for p-ethyl-phenol which is the 
dominant phenol in castoreum, and he has definitely 
found some (Bull.Soc.Chim.biol (Trav.) 1943,25 ,1237) 
but it has not all been isolated. The chief phenols, the 
very odourous ones, are of a very complex mixture but 
several different derivative crystals which have been iso- 
lated are being studied at Lyons. Baumann has given 
these phenols of urine as follows: (See above) 

1—p-oxy- phenylpropionic acid 

2—p-oxy-phenylacetic acid 

3—p-oxy-benzoic acid. 

Fisher and Beilig have studied the transformations of 
ionone in animals (Z. physiol. Chem. 1940, 266, 99) like 
rabbit urine, with a possibility of synthesizing these 
odorous substances. Having fed the ionone to the rabbits 
they subsequently isolated the substances from the urine, 
from which they have derived by chemical synthesis the 
(1) ionol- (2) dihydro-ionol- 
(synthesized by Palfray, oe tay and Kandel, see C. R. 
Acad. Sci. 1936, 203, 1377) ( ) hydroxy-ionone (4) hy- 
droxy-ionol- (5) spipsaaiibicha tumors (6) and hy- 
droxydihydro-ionol. They think that part of the hy- 
droxyl derivatives are oxidised to aldehyde and finally 


following six substances 


to acid. They give the biological transformations of 
ionone as: 
H3C ui? CH3 
Cc 
H,C C-CH=C-CH, 
| 
O 
H,C CH, - OH 
Cc 
Hy 
1. ionol 6 


2. R-CHo-CH2-CH-CH; 
OH 
3. hydroxy-ionone 6 
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H,C CH, 
Nw” 
C - CH=CH-CH-CH, 
OH 
HC C-CH, 
c 
Hl, 


4, R-CH.-CH»-C-CH; 


° 
5. R-CH CH-CH-CH; 


OH 
6. R-CHe-CH2-CH-CH; 


OH 


Why Markets Change 


OW rapidly time changes the picture for manufac- 

ers of consumer goods is strikingly shown in some 
Statistics published in a recent issue of Advertising 
Agency. 

In the last ten years: 

1314 million consumers have died (nearly 10 per cent 
of the nation’s prospects for all goods); 

17 million marriages have taken place (and _ these 
millions are in the ‘formative’ and ‘accumulation’ 
stages—the richest of all markets. Once they are 
if you have ‘repeat goods,’ they are the most valuable 
of all potential customers). 

30 million babies have been born. (This is the market 
of the future, currently ranging in age from one day to 
10 years, and representing a possible 15 per cent of U. S. 
population by the year 1965.) 

Over one-third of all our country’s families have 
been formed. (Ponder along on this one; and weigh it 
with the two preceding revelations.) 

Of. the current 140-odd million: 

Sixty-three per cent are so young they do not recol- 
lect World War I (and its trying times, as well as the 
lush “Twenties’); 

Fifty-two per cent do not remember 
who had residence in the White House; 

Forty-eight per cent have no consciousness of what 
economic conditions were prior to World War II (they 
have no inhibitions about spending; no gnawing to 
save for the inexitable ‘crash’ or rainy day). 


won, 


a Republican 
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Hygienic Shaving Cuts Blemis 


es 


Antiseptic agents in shaving products seem to re- 


duce blemishes in adolescents. . . 


. What anti- 


septics are most effective in shaving preparations. 


ARTHUR H. BRYAN, M.A.* 


HE writer has for years as a bacteriologist and 

teacher been interested in locally infective facial 

blemishes of adolescents and young males. These 
disfiguring conditions may lead to unpleasant psycho- 
logical disturbances such as introversion and antisocial 
tendencies at a time when life should be viewed with 
youthful optimism and ego. 

Assuming from previous studiest, that these disfigur- 
ing facial skin infections and even boils which occur on 
the face and neck of males may frequently be caused by 
the irritating after effects of unhygienic shaving; a series 
of experiments was carried out both in vivo and in vitro 
to determine: 

(1) What effect the normal skin flora of bacteria may 
have in inciting skin infections following shaving. 

(2) To what extent do unhygienic shaving practices 
affect casual facial infections. 

(3) What prophylactic measures might be resorted to, in 
order to lower the incidence of such infections. 


causative agents in 


(4) The possible prophylactic action of antiseptic shav- 
ing creams and after shaving lotions. 

(5) To what extent do old blades, razors, and brushes 
harbor the skin flora of possible pathogenic bacteria. 

(6) What mixed infection or secondary invaders are the 
probable etiological factors in facial acnes, sebor- 
rheas, pustules, pimples and trichophytoses. 


Types of Bacteria 


In the first series of in vivo experiments, some one 
hundred odd students were divided into three groups, 
with the third participating as a control. The students 
washed their faces for three minutes in sterile water, after 
which serial dilutions of the wash water were plated in 
nutrient and blood agar plates, and incubated at 37 de- 
grees C., for from 24 to 72 hours. The plates were counted, 
ihe organisms differentiated, and classified into patho- 
genic and non-pathogenic groupings. Their virulence was 
determined by a limited number of animal inoculations 
including intraperitoneal subcutaneous and intramus- 
cular injections of the face washings of viable organisms. 
Four hours after washing and shaving, the bacterial 
counts varied from one to one hundred thousand colonies 


*Baltimore City College, Baltimore, Md. 


+ Bryan, A. H. Skin diseases of adolescents. J. of Industrial Medicine and 
Baltimore Bulletin of Education. Oct. 1937. 

Bryan, A. H. Text Principles and Practice of Bacteriology. P. 71. Fig. 16 
Barnes and Noble, Publishers, 6th Reprint, New York, 1948. 
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Suitable antiseptics in shaving creams reduce skin disturbances. 


per cc. of wash water, in different individuals. The most 
frequent possible pathogens found on the skin were low 
virulent streptococci variety viridans, staphylococci, 
mostly citreus and albus, various micrococci, the bacillus 
acne, and some unidentified hyphomycetes and diplo- 
cocci. Spreaders such as aerobic spreaders colonies, B. 
subtillis, B. mycodes were encountered. 

The second experiment was made to identify the usual 
skin flora of micro-organisms with specific cases of skin 
infections. The expressed matter from active pimples 
and postules were plated on blood and nutrient agar etc. 
Stained slides were made as before, and their virulence 
and the identity ascertained. 

Comparative studies of the bacterial flora obtained 
from face washings and the expressed purulent matter 
obtained from pustular and pimple dermacoses showed 
considerable correlation. Low virulent staphylococci and 
streptococci dominated in both groups of cultures. This 
study intimated that the normal facial strains of possible 
pathogens may play an important role in subsequent 
skin infections, and that ante- and post-shaving prophy- 
lactic measures are justifiable. 
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The next series of in vivo tests were run with a small 


group, in an effort to determine whether or not the 
differential plate counts could be lowered by using pro- 
phylactic antiseptic antibactericidal, or antibiotic prepa- 
rations such as the soluble salts of sulfathiazole, and 
sulfadiazine, and penicillin, also the phenols, boric acid, 
ethyl, stearyl and cetyl alcohols, mercurials in from 1-5°% 
strengths, and hexylresorcinol, etc. were used as inunc- 
tions in shaving creams. Because of the small group 
participating, only tentative conclusions can be drawn. 
However, comparative plate washings from subjects 
using the above preparations when compared with the 
controls using no prophylactic precautions were worth 
recording. In adequate concentration appropriate for 
each antiseptic, the resorcinols; phenols; ethyl, cetyl and 
stearyl, alcohols; aqueus iodides; iodine and merthiolate 
tinctures; mercurials, and the soluble sulfonamides 
when impregnated in shaving creams definitely lowered 
the pathogenic plate counts. However the air flora of 
aerobic spore bearers such as B. subtillis proteus and 
mycoides with mold and yeast spores survived the anti- 
septic additions. 


Inhibits Some Infections 


An additional limited dermatological series of experi- 
ments were attempted with three young males having a 
predelection for pyodermas and dermacoses of the face 
and neck. Some of the milder antiseptic shave creams 
used in the preceding experiment were repeated as an 
inunction before and after shaving. The clinical evi- 
dence seemed to point to some inhibition of low viru- 
lence skin surface infections. (The author suggests more 
extensive studies along these lines.) 

To test the preceding in vivo findings, in vitro labora- 
tory tests were made using visually the interpreted Red- 
dish technique for testing the germicidal activity and 
diffusibility of ointments, tooth pastes, antiseptic face 
and shaving creams, etc. 

Method: Nutrient and blood agar plates were inocu- 
lated with separate cultures of 1. Staphylococcus aureus, 
citreus and albus. 2. Mixed infection cultures of all three. 
3. Streptococcus viridans. 4. Mixed infection washings 
from the faces of students with observable facial skin 
infections. 5. Mixed cultures of the preceding four or- 
ganisms. Holes were cut in the center of the hardened 
media with a test tube, and the encircled media lifted 
out with a spatula or forceps thus leaving a central cup. 
Into this cup with gentle heating was poured or spread 
with a spatula several shaving creams incorporated with 
5 and 10% boric acidt, 5% salicylic acid+, 5% sodium 
sulfathiazole, alcoholated dye antiseptics, zinc oxidet, 
5% phenol, merthiolate, hexylresorcinol, coal tars, as 
standards for comparative readings. All the culture 
plates were incubated at 37 degrees C. and read after 24, 
48, and 72 hrs. growth periods. Some representative 
plates were photographed for permanent visual records 
of the results obtained. 

The visually interpreted findings showed clear zones 
of inhibition of from 14-3 cms. against the specific or 
mixed infection cultures indicating that skin pathogens 
were killed or inhibited by the antibacterical action of 
many test antiseptics. The widest inhibition zones were 
obtained with salicylic acid, the iodides, phenols, coal 


+ Questionable compatibilty (Editor). 
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tars, the mercurials, alcohols, and alcoholic dye tinc- 
tures. However, the irritating, and dermatrophic effects 
of former group in 5 to 10% strengths, and the staining 
proclivities of the latter may be cited as contraindica- 
tions for their general dermatotherapeutic use on the 
face except in severe or chronic infection. 


Conclusions 


The use of antiseptics in shaving preparations is de- 
sirable, because while adolescent acnes, folliculitis sim- 
plex, etc. may be the result of androgenic hormone dis- 
turbances, these infections seem to be made worse by 
local infections. The usual facial skin flora of possible 
pathogens of staphlococcic and streptococcic groups 
were inhibited or killed by prophylactic measures in- 
cluding shaving creams containing penetrating, non- 
irritating antiseptics. After-shave lotions containing al- 
cohol and a bland antiseptic are valuable aids to shaving 
hygiene. The incidence of infective skin irritations such 
as seborrheic dermatitis which may result from minute 
shaving cuts was apparently reduced by observing pro- 
phylactic shaving procedures. 

The usual focal point for skin pustules and pimples 
are sweat glands and hair follicles. Shaving creams which 
possess protective oils and fats such as lanolin and pene- 
trating but non-irritating antiseptics tend to prevent 
these infections. Seventy-three percent of the adolescents 
answering a questionnaire indicated that observable 
facial skin blemishes were coincident with shaving. 

Internal possible causes of skin diseases are, of course, 
not affected by any external prophylactic measures. The 
questionnaire suggested possible dietetic factors such as 
increased dextrose intake in adolescents, vitamin B, 
complex deficiency etc. might have some effect on the 
incidence of generalized epidermal infections. 


Helpful Antiseptics 


Among the antiseptics which may be effective in shav- 
ing creams or lotions are the following: boric acid, solu- 
ble salts of sulfadiazine and sulfathiazole, synthetic coal 
tars, ethyl, cetyl or stearyl alcohol, sodium lauryl] sulfate, 
penicillin, glycerite of hydrogen peroxide, hexylresor-- 
cinol and phenol. Soaps of palmitic and stearic acids, if 
incorporated in shaving creams as sodium palmitate and 
sedium stearate, are the least irritating of the single fatty 
acids. Penetration of vehicles is probably more rapid 
when water miscible oils such as lanolin are used in oint- 
ments and shave creams. 

Other factors involved in facial hygiene are steriliza- 
tion of blades, razor and brush both before and after 
shaving, sharp blades which require only light pressure 
shaving and the use of after-shave lotions containing al- 
cohol and some bland antiseptic. 
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Synfleur executives discuss expansion plans with Luis de Hoyos, vice president and general manager. 


Left to right: Fred Fielding, John A. Bouton, Dr. Sidney Austin, Mr. de Hoyos and Luis de Hoyos, Jr. 


A Pioneer in Aromatic Chemicals 


Synfleur Scientific Laboratories, now celebrating a half century 


of manufacturing aromatic chemicals in Monticello, N. Y. has 


organized its research staff to meet new and unusual problems 


XACTLY half a century has elapsed since Syn- 

fleur Scientific Laboratories, Inc., first began man- 

ufacturing aromatic chemicals in Monticello, 
N.Y.; for it was in January 1901 that the late Alois von 
Isakovics, who founded the concern in New York in 
1889, moved to the then little but charming community 
in the mountains cf Sullivan County in order to con- 
serve his health. There, in a charming setting of homes 
and laboratories, planned by his wife, Mrs. Mary Up- 
shur von Isakovics, who had studied for an art career, 
the sensitive, physically frail and brilliant chemist who 
had already laid the foundation for the American aro- 
matic chemical industry, did his most notable work. Al- 
though he had made aromatic chemicals practically 
from the time the concern was founded, due to the prej- 
udice then existing in favor of imported aromatic 
chemicals, it was not until about the time that the com- 
pany moved to Monticello that the manufacture of 
them in a serious way could be undertaken. 

With the courage of a pioneer who has faith in him- 
self and in his ideal of an American aromatic chemical 
industry he plunged into his work with enthusiasm. In 
those early days there were many rebuffs, but he per- 
sisted in his work and, as the years went by, he made 
and sold an increasing number of aromatic chemicals 
most used by perfumers and flavor manufacturers as 
well as numerous synthetic floral odors which he cre- 
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ated. Each year showed a steady advance in the number 
of customers who recognized the merit of the products 
offered. The sturdy company thrived and grew. Then 
during World War I tragedy came to the little com- 
munity where he lived and worked when he died in 
June 1917 at the age of 43 years. Leaders in the chemi- 
cal industry and students who had attended his lectures 
at Columbia University, Lehigh University and other 
institutions of higher learning paid tribute to his work 
in synthetic chemistrv 

It was his wish that the business be continued, so Mrs. 
von Isakovics assumed the presidency and directed its 
destinies for years. In this work she was ably assisted 
by Luis de Hoyos, general manager, and now vice presi- 
dent and active head of the comnany. In 1925 Alois von 
Isakovics Jr., after completing his education, also joined 
the firm and, showing his father’s aptitude and genius, 
started a distinguished career in the family business. He 
was elected vice president in 1937. However, this prom- 
ising career was brought to an untimely end in 1947 
when he was stricken with a sudden fatal illness, and 
died at the age of 41. 


Diplomatic Service of Luis de Hoyos 


Luis de Hoyos is one of the most colorful men in the 
industry. As a diplomatic emissary of the United States 
State Department prior to and during World War II he 
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Luis de Hoyos, Jr., vice president, treasurer and general manager began 
his career with Synfleur as a laboratory assistant, then travelled for 
» years on behalf of the company in South America and the United 


States. Mr. de Hoyos is a Colgate alumnus and speaks fluent Spanish. 
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Chief Flavor Chemist John A. Bouton uses the facilities 
of the well equipped flavor development laboratory. 
Mr. Bouton is well known for his articles on flavor. 
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Chief Perfume Chemist Fred Fielding is called on to solve such unusual 


problems as requests for a coal smoke odor for toy trains and a_ bread 
odor for a float in a parade, as well as the more orthodox problems of 


stick cologne and aerosol fragrances which are brought to the firm. 





A laboratory assistant presses some sample cakes of 
soap in Synfleur’s cosmetic and soap laboratory. These 


cakes are aged to test the persistence of new fragrances. 


(Left) Small batch production is carried out under 
carefully controlled conditions in set-ups like this 


one in a portion of the production laboratory. 
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did notable work for this country throughout Latin 
America where, over the years, he had built up many 
enduring friendships with business leaders and govern- 

i ment officials. His dynamic personality, his genius for 

making and holding friends and his talent for leader- 
ship also led to his election as mayor of the bustling 
city of Monticello for six successive terms. When this 
work was done a few years ago, he felt that he had ren- 
dered his quota of service to the municipality and so 
declined renomination and with visions of a long and 
well earned rest, left for a trip to Florida to recuperate 
his health from a critical illness. Shortly after he ar- 
rived in Florida, he received a telegram that he had 
been drafted by his fellow townsmen to serve again as 
mayor. Before he could make his protest felt, he was 
unanimously elected and has been serving in that ca- 
pacity ever since. 

In addition to the responsibility of public office and 
the exactions of directing the affairs of Synfleur Scien- 
tific Laboratories, a company which now does a world- 
wide business, he is chairman of the Republican Com- 
mittee of Sullivan County, a position that has brought 
him in close contact with leading government officials. 
As a result he counts among his personal friends ex- 
President Herbert Hoover, Governor Thomas E. 
Dewey, and other outstanding figures in the federal and 
state governments. 


Third Generation of Family in Management 


In directing the work of Synfleur Scientific Labora- 
tories, Mr. de Hoyos is fortunate in having the assis- 
tance of his son, Luis de Hoyos, Jr., who serves as vice 
president, treasurer and general manager, and Dr. Sid- 
ney C. Austin, Chief Chemist. Luis de Hoyos, Jr. was 
graduated from Colgate University in 1942 and then 
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Dr. Sidney Austin, chief chemist, makes an assay of one 


of Synfleur’s products in the company’s control laboratory. 


(Left) Synfleur uses this equipment in the production laboratory for the 


resins, 


began his active career with the company as a labora- 
tory technician. He served for two years in this capacity, 
and then travelled for two years on behalf of the com- 
pany throughout the United States and Latin America. 
His natural tact and liking for people, coupled with his 
knowledge of the Spanish language, proved to be of 
much help in building up a substantial following there. 
Three years ago, in recognition of his executive ability 
and knowledge of the business, he returned to the 
Monticello headquarters as vice president and general 
manager. As a grandson of Alois von Isakovics, the 
founder, he represents the third generation of the fam- 
ily in the management of the company. 

Under this enterprising management the company 
has recently been streamlined and strengthened by ex- 
perienced personnel so as to enable it to serve more 
completely the growing needs of the perfumery, soap, 
flavor and allied industries. 

Synfleur Scientific Laboratories now supply products 
to over fifty different industries in virtually all parts 
of the world. As the demands of each are constantly 
changing and expanding, intensive research and de- 
velopment work are maintained to meet their ever 
growing needs for new odors and flavors for numerous 
purposes. 


Development Work in Charge of Dr. Sidney Austin 


The difficult but fascinating work of synthesizing and 
developing new aromatic and flavor chemicals for 
this program is under the direction of Dr. Sidney Aus- 
tin, chief chemist, who has been with the organization 
for many years. Associated with him are Fred Fielding, 
chief perfume chemist, and John A. Bouton, chief fla- 
vor chemist, both of whom have more recently joined 
the organization. 
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Mr. Bouton was graduated from St. Johns College in 
1934 when he joined the flavor department of Dodge 
and Olcott, Inc. During that time he wrote and pub- 
lished numerous technical articles on flavor subjects. 
Some years later he went to work with the Charles A. 
Phillips Co., formerly the flavor division of General 
Foods, Inc. Subsequently he joined as an officer the 
Southern Laboratories in Greensboro, N.C., where he 
supervised flavor production. In February 1950 he was 
selected by the management of Synfleur Scientific Labo- 
ratories as the man best equipped by basic training 
and by bread practical ex,erience to head the ex- 
panded flavor department. 

Mr. Fielding, who recently joined the organization, 
likewise has had broad practical training and experi- 
ence. After completing his chemical studies at the New- 
ark Technical Institute, he began his career with 
Givaudan-Delawanna, Inc., with whom he was con- 
nected for thirteen years, after which he was with two 
other leading essential oil houses. Gifted with natural 
talent as a perftumer amplified by constant study, he 
is in a position to do outstanding work for the com- 


pany. 


Scope of Research Work 


Synfleur’s skilled research staff has solved many in- 
teresting odor and flavor problems of a widely diversi- 
fied nature. Thus, as is well known, all perfume oils are 
not adaptable to stick colognes, so innumerable tests 
were made and data was secured that showed which 
types are most suitable for this purpose. Again, in mak- 
ing odors for aerosol products careful tests disclosed 
which oils would mix readily with the propellant, the 
solubility of the oils in freon and which could be em- 
ployed without fear of clogging the aperture of the dis- 
penser when in use. A unique problem was also posed 
and solved in the creation of odors especially suitable 
for glycol germicidal sprays. A recent example of the 
work of the concern’s ehemists in aromatic synthesis is 
Rhodinol Synthetic, a valuable new aromatic. 

Similarly intensive studies were made on problems 
arising from the use of various flavoring products with 
chlorophyll in chewing gums, tablets and other forms 
of the new body and breath deodorants. Perhaps one of 
the most interesting of the recent research studies was 
the development of flavor for animal foods using waste 
syrups, grains, etc. Recently when an inquiry came for 
a suitable flavor for vitamins to be fed to race horses, a 
comprehensive study was made as to which components 
are most attractive to horses. Curiously, it was found 
that apple flavor, by itself, was particularly attractive. 
Anise, carrot and other flavors were tried until the most 
acceptable blend was found. Incidentally, it was discov- 
ered that dogs are particularly partial to certain vari- 
ations of the anise flavor. From this extreme to satisfy- 
ing requests for flavors to make the new vitamin concen- 
trates, cough drops, antihistamines, cod liver oil and 
castor oil and other medicaments palatable, numerous 
interesting and unusual problems have been solved. 


Unusual Problems 

Among the most interesting requests that. have come 
to the Laboratories was one for a coal smoke for toy 
trains. Another came from a baking concern which 
wanted a bread odor for a float that it had in the fa- 
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mous Orange Bowl parade. And then, a produce dealer 
with a keenly developed merchandising sense mailed in 
a request for a strong long-lasting orange odor to spray 
on his orange bags. 

Whie fuifilling requirements such as the foregoing 
present interesting problems, the Laboratories devote 
much attention to educating manufacturers in the use 
of products not ordinarily used and in adapting new 
items to old purposes. For instance, bakers largely limit 
themselves to the use of vanilla and lemon flavors. Yet, 
the Laboratories point cut if they can be induced to use 
ether flavors, such as cranberry flavor, for example, 
their customers would likely find it to have pronounced 
sales appeal in cookies, etc. Furthermore, there is a defi- 
nite need and place for flavors in bread—for example, 
nut flavors—which might easuy add a new selling angle. 
Similarly, since the introduction of Coca Cola, many 
years ago, there have been very few new flavors for car- 
bonated beverages, and yet there are many possibilities 
for tempting new beverages offered by adapting uncon- 
ventional fiavors, anu tne skultul use of many newy 
developed flavor components. 

“By making available its accumulated experience of 
62 years in similar ways, even though the fields in 
which aromatic chemicals are used have multiplied con- 
siderably,” Mr. de Hoyos declares, “Synfleur Scientific 
Laboratories is carrying out a basic principle of the 
founder which we constantly strive to maintain.” 


Cosmetic Excise Tax Collections 
_— following chart shows graphically the sums col- 
lected during 1949 and 1950 in 20°% excise taxes on 
cosmetics. Below the graph are figures showing the tax 
collections for the years 1948-1950 to the nearest dollar. 
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$ 9,836,052 
11,654,681 


$ 9,648,063 
12,984,776 


$10,371,512 
12,290,714 


January 
February 


March 6,811,063 6,796,181 6,927,991 
April 6,985,099 6,913,884 6,927,991 
May 8,316,993 6,983,445 6,660,851 
June 8,136,742 7,625,450 7,283,509 
July 7,965,373 6,776,881 7,332,070 
August 9,671,335 7,807,221 7,506,518 
September 7,542,472 6,859,446 6,890,757 
October 7,900,314 6,760,409 6,335,804 
November 8,159,612 7,738,779 6,872,541 


December 7,312,007 8,079,746 
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WHAT THE 


RETAIL BUYERS REPORT 


Buyers Make Suggestions For 1951, Want 
Continued Free Samples, Better Packages 


JEAN MOWAT 


Chicago—As buyers total up thei 
profit and losses in the cosmetic sec- 
tion for 1950 a number of manutfac- 
turers will forced look 
more outlets, according to the most 
important in the Middle 
West. 


be to for 


factors 


Unsatisfactory Packages 

Here are summations of the past 
year: 

No good treatment line is avail- 
able. Those now retail 
outlets are fair to middling, only. 


offered in 

Christmas packages, so wrapped, 
will be omitted from the 1951 buy- 
ing list, because consumers will not 
pay the added 50¢ or $1 charge, 
plus the contents. 

Christmas packages on which 
there charge had be 
opened to insure customer satisfac- 
tion. Several stores reported that in 
both perfume and colognes the bot- 
tles were leakers, and when sold had 
to be at a discount. 

There are many so-called 
“novelty” packages for Christmas. 
“Give us spot delivery on needed 
goods,” is the request of buyers, 
“for we will have our own wrapping 
service do the job. No woman ob- 
jects to paying for what she has done 
in this type of added service, for she 
knows it is extra service.” 


was no to 


too 


Charge For Samples 


Reports that scented blotters are 
to be charged for have the whole 
area in an uproar. “How can we sell 
unless a woman has some idea of the 
fragrance?” ask buyers. 

Many stores, especially the smaller 
and smart stores, use tiny vials of 
perfume or cologne as door prizes 
or just give-aways at fashion shows. 
The rumor that a charge for such 
direct-to-the-customer-sampling 
be made considered poor 
business on the part of the manu- 
facturer. The comparison is made 
with. the cost of one page, in one 


will 


is very 
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issue of a national consumer maga- 
zine whose results are intangible, 
against a direct consumer appeal. 

Popular priced and well packaged 
kits—even in a good cardboard box, 
giving full value to contents and not 
to a cheap satin lining, are a defi- 
nite holiday need. These should re- 
tail in price ranges of $5, $7.50 and 
$10. 

Many of the holiday colognes had 
to be shown without lights because 
any that had a pink-tinge discolored 
and appeared cloudy. Fragrance was 
retained but light affected the con- 
tents. 

“Next year, please ask manufac- 
turers,” is the Middle West chorus, 
“to give us several ounce or half- 
ounce perfumes, simply boxed to sell 
as a unit. Not to exceed $25 and 
preferably in the $10 to $15 bracket.” 


Indicate Formula Changes 


One 
which 


of the better known lines 
has been changing hands 
without change of package or other 
identification has had the formula 
changed and there have been re- 
turns, far too heavy, for any sale 
which has always been a huge suc- 
cess. “Why wasn’t a change indi- 
cated?”’ asked a customer of the de- 
partment head of a leading Chicago 
store, “look at what it has done to 
me. The eyes were swollen and 
every indication of allergy was pres- 
ent. The store accepted the mer- 
chandise that had not been opened. 


Demands of Customers 


Customers want colognes in plas- 
tic bottles, because they reduce 
weight and bottles do not break. 
Chey also want perfumes in plastic 
bottles. Many customers consider 
this one way of preventing evapora- 
tion. Too few buyers, and even less 
know that few per- 
fumes can be put in plastic because 
the containers are permeable. Pow- 
der boxes on which the cellophane 
top not break are 


saleswomen 


covered does 





Store buyers want free mer- 
chandising aids to continue in 
the coming seller’s market. 


Stores sell men’s items again 
as gifts for servicemen. 


Midwest survey by Chicago re- 
porter shows appeal of pack- 
ages. 


needed. Hundreds of boxes were re- 
turned last month because of this 
fault in packaging. It is possible that 
manufacturers do not know that a 
heavier cellophane must be used 
in winter to prevent this. Macaroni 
makers made that discovery after 
heavy losses were incurred before 
this trouble was located. 

More folders or blotters, scented, 
to give customers an idea of a new 
fragrance are demanded. This will 
sell when  over-the-counter-sniffing 
has failed. Proof of this was made in 
Chicago bill-stuffers when Acclaim 
and Act IV were given this type of 
send-off with substantial sales result- 
ing. The same was true of the Black 
and White Satins which had direct 
returns. 

The dram perfumes packaged ac- 
cording to “Hoyle” are in demand. 
Dram shops that had a vogue are 
now only maintained by the largest 
siores, due to the expense of pur- 
chasing the larger bottles and having 
a good, sound and _ steady-of-hand- 
personnel dispensing these. “In ad- 
dition to the perfume itself we had 
to keep a stock of bottles and it has 
proved too costly for the store to 
handle,” said smart shop _ buyers. 
Yet, it was the dram shops that put 
perfumes foremost in the thoughts of 
many women who had previously 
confined their purchases to lip- 
stick, powder and an occasional jar of 
cream. 

Purse vials were first in volume 
perfume sales. Ten of the outstand- 
ing stores in that many cities fea- 
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tured perfume and cologne for 
Christmas giving, but only one drug 
chain featured an atomizer with the 
idea! Wiebolt’s, a Chicago chain, 
put in new cases in one store and 
had to remove the small $1.25 atom- 
izers from a drawer to the top of the 
shelves, back of the counter. Result: 
sales, and more sales. “Didn’t know 
was the general 


you carried these,” 
has also in- 


comment. This chain 
stalled a new department in its Oak 
Park-River Forest store, with double 


the space. 


Across the Middle West 

Kansas  City—Harzfeld’s found 
that Black Satin wafted on the air 
in Petticoat Lane was a good draw- 
ing card and sold the fragrance. The 
ensemble idea was featured in win- 
dow and counter displays. Jones sug- 
gested men’s gilt boxed items, and 
three lipstick tints in a case. Peck’s 
gave current accent to the smartness 
of purse vials. 

Minneapolis—John W. Thomas & 
Co., stressed the plastic toilet bot- 
tles well known brand name 
for him who travels. 

St. Paul—Max Factor’s 10-items as 
a unit was a leader in the presen- 
tation of the Golden Rule. This store 
featured almost to the exclusion of 
Christmas wrapped 


ol a 


other items, 
packages. 
Indianapolis—Ayer’s suggested all 
the holiday Arden items in which 
the store is very strong in promo- 
tion, and coupled with its accessor- 
ies from mirrors to hair dryers. 
Chicago—Carson Pirie Scott & 
Co., suggested two-in-one items as a 
means of doubling sales, plus access- 
ories such as nailcare outfits. The 
“Store for Men Only” reaped a good 
perfume harvest. Marshall Field & 
Co., gave importance to the perfume 
contents rather than the _ bottle. 
This bottle will carry well into 1951 
-but educaticn is needed, even buy- 
ers admit, for they are all aware that 
top contents and an expensive bot- 
tle are not compatible at today’s 
. so the former is reported 


price . 
as suffering. 

This bottle business is more im- | 
portant than most buyers realize, for 
women often pass up a fragrance be- 
cause they have a “bottle just like 
it. 


St. Louis—At most stores it was a 
packaged Christmas. Famous Bair 
Co., featured the smart package and | 
the contents. | 
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Omaha—Perfumes were accented 
in ads for the family, and especially 
for the lady of the house or she of 
the office. Thomas Kilpatrick & Co., 
was another that featured packages 
—easy to sell. 

Detroit—Hudson’s, Crowley’s and 
Kern’s followed these same general 
lines of attack to better the figures 
1949. 

Des Moines—Yonker’s also 
the needed impetus to packages, but 
found consumer resistance sufficient 
to see these opened. 

Milwaukee—The_ Boston _ Store, 
Chapman’s, Schuster’s all featured 


olf 
gave 





packages ready for under-the-tree. 
The quaint and often intriguing 


items for tree-decoration did not 
have as much appeal in this city, or 
even acress the mid-west as makers 
had anticipated. Why, no one 
knows; perhaps because these were 

counter feature, and few 
used a miniature tree on 
which to display the ideas. 

The old adage still is true: Sell a 
woman an idea and she'll buy. It 
might be well to try this out in 1951 
—keeping in mind the coming 
Christmas season. 


only a 
stores 





Lack of Variety Causes Slow Business 
in Two Hollywood Stores 


DON COWLING 


Los Angeles—Hollywood and Vine 
—the corner where you will meet 
everybody you ever knew if you 
stand there long enough on one 
corner—the Broadway Hollywood 
department store. On the oppcsite 


| corner—an Owl drug store. And here 


is what these two stores are showing 
this Christmas season. 


Standard Lines Only 

The Broadway Hollywood fea- 
tures its line demonstrators. As you 
enter you see Faberge Act IV on the 
left, and a general assortment ol 
Lentheric on the right. From there 
on down the center aisle, displays of 
standard demonstrated lines don’t 
lock much different from those on 
view in March or September. Three 
aisle tables show, 1—Yardley Laven- 
der Soap at $1.35 per box, 2—bubble 
bath and packaged powder puffs, 3 
—a small table, this carries a few 
men’s toiletries items. Opposite the 
Lentheric stand, there is a counter 
full of crystal perfume bottles from 
$1.00 to $14.95, adjoining that are 
atomizers, dresser sets and musical 
powder boxes. 

Across the street, as you enter the 
Owl drug store, the first thing that 
greets you is the first case in the toi- 
letries section loaded with—costume 
jewelry. On top of that case is a dis- 
play of Shulton’s Old Spice. Just be- 
yond that are groups of Bourjois 
Evening in Paris and Coty. Then 
more Coty, and as you lift your eyes 
you perceive a hanging shelf above 
the cases loaded with Coty, Coty and 
yet more Coty. Then come more 
good old standbys—Houbigant, Har- 








riet Hubbard Ayer and Hudnut. Be- 
yond .those, Dorothy Gray and 
Tussy, with, ah yes! a touch of Cara 
Nome—just a token, we'd say, in 
case Mr. Cara or Mr. Nome should 
walk in. 


No Christmas Buying 


All this is faintly discouraging, we. 
think. At the Owl store, one of the 
toiletries sales girls told us that busi- 
ness was very dull (December 11th) 
that Christmas buying hadn't started 
vet. 

From what we could see at the 
corner of Hollywood and Vine, why 
shouldn’t it be? So far as we could 
see, there wasn’t anything different 
about the toiletries sections of those 
two stores to indicate that those sec- 
tions were potential sources of sure 
to please gifts. We, along with all 
other participants in the perfume 
business, decry seasonal emphasis on 
perfume sales, but there is a definite 
pessibility of going too far in the 
other direction and depressing the 
high holiday elevation of perfume to 
a monotonous level of work-a-day 
necessities. Is there nothing in per- 
fume lines carried by the Owl stores 
that would justify their ousting cos- 
tume jewelry from their most prom- 
inent toiletries cases at holiday buy- 
ing time? Hollywood and Vine is 
much closer to the shawl trade then 
it is to the carriage trade in customer 
potential, in spite of the synthetic 
glamour that has invested it since. 
the days when you really might see 
a real live movie star there. But at 
the same time—if ever lookers are in 
a buying mood, it is in the days im- 
mediately preceding the holiday sea- 
son, and even the hash slingers and 
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car washers in dark glasses who pa- 


rade past that corner should, it 
scems to us, be solicited a little more 
their 


loved ones at this gay, festive, open 


earnestly to go overboard for 


handed season. 


Query 


We're still puzzling over the 
Broadway Hollywood window show- 
ing Santa Claus’ workshop. Santy is 
the rosy Caucasian elf of tradition, 
but all his little helping gnomes are 
Japanese, in facial characteristics, 
eyes, sandals, head bands, and to our 
somewhat limited comprehension, 
costume. Not that we object. Far dif- 
ferent. We hope Santy finds every 


little Japanese and Chinese and 


Turkish and Siamese child in the 


world. But somehow, it never occur- 
red to us that Santy’s gnomes might 
conceivably be Japanese. 


Where Are the Men? 


How is it out your way this holli- 
day season? Much space devoted to 
men’s toiletries? Out here, you'd 
think all the men had gone back to 
Lifebuoy every Saturday night. Com- 
pared to the displays of men’s toilet- 
ries to be observed in Coast stores a 
couple of years ago, those this yea: 
are microscopic. Much money has 
been spent on men’s _ toiletries. 
There's a big market. We suspect 
that the apparent chilliness to men’s 
toiletries this season is on the part 
of hide bound buyers and not eithei 
manufacturers or consumers. 





Northam Warren shows Cutex’s sales force the right sales approach as Alfred C. Wakefield, 
general sales manager (left) and Northam Warren Jr., vice-president and general manager 
(right) look on. The scene is the Northam Warren Corp. factory in Stamford, Conn., at 
the company’s recent sales meeting. Other speakers included E. D. McDaniel of the 
Associated Chain Drug Stores, Reid Roller of This Week as well as Miss Peggy Sage. 


Low-Cost Items Sell Heavily in Buffalo, 
Hair Promotions Do Well 


MAGGIE FLEMMING 

Buffalo—The Christmas buying 
that evidenced itself early in Novem- 
ber tapered somewhat startlingly 
during the first week of December. 
This was construed as a reflex of the 
acute reversals being suffered by 
American troops in Korea, which 
dampened people’s enthusiasm for 
Christmas shopping. However, this 
slump had begun to right itself at 
the time of this writing. 

At Flint & Kent, the line doing a 
top-demand business was Eliza- 
beth Arden. The gay Christmas 
packaging of her various items was 
attracting tremendous sales. Best 
trafhc was found in articles selling 
under $10.00. 
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Outstanding volume in_ the 
Frances Denney preparations was 
being achieved by her $1.00 Santa 
Claus cologne. Another inexpensive 
gift package proving very popular 
was Herb Farm’s duet at $2.50. 

At Hengerer’s, unit purchases had 
increased over those of last year at 
this same period. Top sales were be- 
ing achieved by Matchabelli’s co- 
logne collection at $3.25, Revlon’s 
Christmas polish and implement 
sets, and the items of the Elizabeth 
Arden line—especially her Twinkle- 
Toes package combining perfume 
and lipstick at $3.50, and the Blue 
Grass Angel, selling for $1.75. Hen- 
gerer’s perfume bar was doing tre- 
mendous volume, with gift purchases 


of from $5.00 to $10.00 predominat- 
ing. An aisle table of solid colognes 
sold wonderfully well. Honors for 

At J. N. Adam’s, their overall toi- 
letries volume has exceeded last 
year’s early-December figures consid- 
erably, with this year’s predominant 
norm ranging between $2.00 and 
$5.00 on unit sales. Their December 
total has been further enhanced by 
a week-long Helena Rubinstein hair 
promotion, featuring Mr. Roget of 
the Helena Rubinstein salon in 
New York, who presided as consult- 
ant and proffered advice to customers 
regarding the use of Rubinstein 
preparations to achieve the most ef- 
fective results with hair shampooing, 
hair conditioning and color-tint rins- 
ing. Mr Roget attracted crowds of 
customers who kept the aisles clut- 
tered all week long, and likewise 
kept the cash registers in a delight- 
fully similar condition. 

Among the favorites on ]. N.’s 
Christmas agenda are Faberge’s Act 
IV, Matchabelli’s Beloved, Coty’s 
acetate-packaged sets, and Helena 
Rubinstein’s Command Performance 

. with a good amount of sales be- 
ing made in the “fancy goods” sec- 
tion, featuring dresser sets, musical 
toilet boxes and the like. 


Newspaper Advertising 
Boosts Dallas Sales 


JEAN ROBERTS 

Dallas—Every sign points towards 
this being the biggest Christmas cos- 
metic departments of Dallas stores 
ever had. 

This may be accounted for by two 
main reasons: stores have done more 
newspaper advertising on cosmetic 
goods than in previous years and 
then because the atmosphere of this 
year’s buying seems towards luxury 
goods. 

Clerks report an increased interest 
in expensive perfumes. Gift wrapped 
packages have been more in demand 
this year than formerly. Advertising 
has been in many, many full page 
newspaper ads. For instance, Sanger 
Bros. ran a complete gift section 
with the Sunday paper of which 17 
of its 28 pages were devoted to items 
from the cosmetics counters. Chain 
drugs have followed the same pat- 
tern and used large quantities of 
space for cosmetics promotion. 

But surprisingly enough, clerks re- 
port that sales of regular merchan- 
dise have kept up at near the same 
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PAINTS, VARNISHES, LACQUERS AND RESINS. 
PERFUMES AND COSMETICS. 





Among the important industrial fields in which Heyden 
products are used constantly and in ever increasing 
tonnages are: 

DRUGS AND PHARMACEUTICALS. 
CHEMICALS, PETROLEUM AND SOLVENTS. 
PLASTICS, TEXTILES AND LEATHER. 
PAPER AND PULP. 

FOODS AND BEVERAGES. 





The Heyden technical staff invites consultation and 
inquiries on your problems of production, formulation 
and improvement of existing processes. The following 
list of Heyden products may help you to select and 
investigate the chemical you are seeking to do a better 
and more economical job in your plant or process. 





HEYDEN PRODUCTS FOR INDUSTRY AND RESEARCH 


\ SALICYLATES 
Ammonium Salicylate 
Calcium Salicylate 
Lithium Salicylate 


\ FORMALDEHYDES 
Formaldehyde 
Paraformaldehyde 
Hexamethylenetetramine 


ACETYLSALICYLIC ACID 








BENZALDEHYDES 
Benzaldehyde } Magnesium Salicylate 
Ortho-Chlorobenzaldehyde | Manganese Salicylate 
Para-Chlorobenzaldehyde | FORMATES Methyl S: 
Phenyl Salicylate 


Salicylic Acid 
Sodium Salicylate 
Strontium Salicylate 


Formic Acid 


2.4-Dichlorobenzaldehyde 
Sodium Formate 


3,4-Dichlorobenzaldehyde | 
— siting 


BENZOATES i 
Calcium Benzoate 
Ethyl Benzoate 
Methyl Benzoate 
Sodium Benzoate 





GLYCEROPHOSPHATES 
Calcium Glycerophosphate 
Ferric Glycerophosphate 
Glycerophosphoric Acid 
Magnesium Glycerophosphate 
Manganese Glycerophosphate 
Potassium Glycerophosphate 


STREPTOMYCIN 


OTHER PRODUCTS AND 
INTERMEDIATES 


Acetanilid 


Se 





BENZOIC ACIDS 
Benzoic Acid 
Ortho-Chlorobenzoic Acid 
Para-Chlorobenzoic Acid 
2,4-Dichlorobenzoic Acid 
3,4-Dichlorobenzoic Acid 


BENZOTRICHLORIDES 


Sodium b-Glycerophosphate 
Sodium Glycerophosphate 


GUAIACOLS 
Guaiacol 
Guaiacol Carbonate 
Calcium Guaiacolsulfonate 
Magnesium Guaiacolsulfonate 


Aktivin® 
Anisic Acid 

Benzal Chloride 
Benzilic Acid 
Beta-Oxynaphthoic Acid 
Corpoling® 

Dibenzyl Ether 

Flexin P& 

Hydrochloric Acid 

Hypol 


| Potassium Guaiacolsulfonate 
Ichthynat® (Ichthammol) 


Lignocol ® 


Benzotrichloride 
Ortho-Chlorobenzotrichloride 











Para-Chlorobenzotrichloride 
2,.4-Dichlorobenzotrichloride PARASEPTS& nN pe 
3,4-Dichlorobenzotrichloride (Parahydroxybenzoates) j MDA ® 
| pn Aad (Methylene Disalicylic Acid) 
ithyl Parase wosnchatg, tes ae ‘agg? ee ‘ 
BENZOYL CHLORIDES Reena Parasine a e 
Benzoyl Chloride Butyl Parasept i Phenol 
Ortho-Chlorobenzoyl Chloride Benzyl Parasept | Propyl Gallate 
Para-Chlorobenzoyl! Chloride i a Resorcinol _ 
2,.4-Dichlorobenzoy! Chloride j j Saccharin Po 
3,4-Dichlorobenzoyl Chloride PENICILLIN j Saccharin Sodium P: 
Anisoy! Chloride | — — Sulfidal® (Colloidal Sulfur) b 
+ i Thorotrast® 
PENTACIZERS ®t (Colloidal Thorium Dioxide) 
BENZYL CHLORIDES Pentacizer 131 i Tolyl Aldehyde 
Benzyl! Chloride a a j Umbrathor® 
Ortho-Chlorobenzyl Chloride i | (Colloidal Thorium Dioxide) - 
Para-Chlorobenzyl Chloride i PENTAERYTHRITOLS | , 
2,4-Dichlorobenzy! Chloride Pentek® | 
3,4-Dichlorobenzyl Chloride Dipentek® SPECIAL PRODUCTS FOR 
——_——~+4 Tripentek& j a 
} Monopentek enzi 
BROMIDES Pentaerythritol, Purified Benzoin. . 
Ammonium Bromide | - Benzyl Sulfonamide 
Calcium Bromide j Benzyl Sulfonyl Chloride 
Lithium Bromide PENTAMULLS2& £5 Seeneeneneaane, 
Potassium Bromide j sated > Ortho-Chlorocinnamic Aci BE 
Sodium Bromide i Pentamull 126 Ortho-Cresotinic Acid P 
Strontium Bromide | Para-Benzyl! Phenol 7 
Pentaerythritol Diacetal 


Pentaerythritol Dibutyral (N) 
Pentaerythritol Diformal 
Pentaerythritol Dipropional 
Trioxane 


PENTAWAXES#& 
Pentawax 145 
Pentawax 177 
Pentawax 217 
Pentawax 218 

Pentawax 227 

Pentawax 242 





| 
| 


CHLOROTOLUENES 
2,4-Dichlorotoluene 
3,4-Dichlorotoluene 
Ortho-Chlorotoluene 
Para-Chlorotoluene 






weg omen PROTEINATES 
1reosote a » (C idal Si 
Creosote Carbonate ee cetetted anand 
Calcium Creosotate Silver Protein Mild 
Potassium Creosote Sulfonate Silver Protein Strong 
By " | ea a i ea 
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SERVING INDUSTRY THROUGH FINER CHEMICALS 





level. Home sull 
coving fast. Nail polish, cold creams 


permanents are 
sud hand lotions hit a new high in 
one store. Another reports the sale 
of more items for men than previ 
ously. 

This year, too, interest picked up 
in gilt items ahead of time and has 


Men’s Cosmetics Sell 
Largest Sales in 
\NIARY LINN WHITH 


Cinecinnati—In spite ol the fact 
that 
trath 
tailers were jubilant ove 


snowy weather restricted store 


somewhat, most cosmetic re 


ol 


Christmas merchandise and felt that 


sales 


they would at least equal last year’s 
figures, and, in several instances, sur 
pass them. 

One ol the factors in the increase 
of sales was the unprecedented intet 
est in men’s cosmetics. Kits for travel 
as well as packaged sets were run 
Buyers felt that ol these 


ners. many 


were for young men In service o1 


about to be inducted. The upsurge 
in the sales of cosmetics for men 
began to be telt here last year, but 
the increase this season is out of all 
proportion. 

One store, where price usually is 
a factor in selling (Rollman) re 
ported that it rarely seemed a bat 
rie 
the 
SII, with the 51 and S82 items selling 


ol Its 


to a sale. The buyer reported 


sale of dresser sets from S85 to 


better, course. Revlon line 
was almost sold out, as was Rubin 


stCIN Ss. 


a 
Dollar Table 


\t another store, where price was 
felt to be important, the buyer (Miss 
Dorothy Helwig, Alms and Doepke) 


deliberately 


set up special tables 


laden with nothing but SI items. 


Ihe results were “tremendous, amaz 
ing. I started it early and have had 
to reorder.” On the tables were com 
pacts, bottled scents, bath novelties. 


accelerated 
Pertumes, bath 
are in particulat demand. Fancy lip 


continued at 


colognes, 


an pace. 


powders 


sticks have enjoyed the largest sale 
ever. Expensive sets in leather con- 
All in all 


business has been much better than 


tainers also have sold well. 


anticipated. 


Heavily in Cincinnati, 
Low Priced Items 


Hi. and S. Pogue reported unusual 
Angelique, which it 
\fter the 
pages in Life, the store tied in with 


success with 


holds exclusively. seven 
a half-page ad and six windows to 
\nother Pogue 


promotion that was successful was 


do rushing business. 


the sending out of gilt catalogs ol 
\rden’s line to 5000 people. One of 
six stores in the country to do this, 
it was highly successtul. 

Where 


sales, the stores at least reported a 


the weather had cut in on 
substantial pick-up in the turnover 
of lotions and creams (Shillito), and 
there were predictions of large last- 
minute sales of expensive items, es 


pecially in perfumes. 


Grouping Complaints 


Several women customers have 
been heard to complain lately about 
the stores’ habit of grouping all the 
products of one line at one counter. 
There seems to be no pleasing them, 
but some apparently would preter 
all the foundations at cone counter, 
all the lipsticks at another, all the 
powders at a third, perfumes at a 
fourth ete. 

Several buvers have been lament- 
ing that some ol the lines are so ex- 
tensive, with so many and so varied 
lose track of 


items that they almost 


them, can’t sell all of them well, 
would rather have a lew good solid 
sellers rather than a load olf difter- 


ent ones, each of which must be sep 
arately promoted for successtul sales. 


Gift Packaging Effective With Male 





LEE MCKENNON 

New Orleans—Christmas buying 
did not show here in any apprecia 
ble until 


alter a 


and 
days, slacked ofl 
then picked up again in time to save 


volume December |, 





lew heavy 














some of the buyers frem pulling out 





their new coifleurs. 
Gilt 











packaging is paying off, 
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Shoppers, Expensive Perfumes Move 


the 
peatedly drawn to an attractive and 
brightly 


with male shoppers being re- 


gleaming exterior. Coty’s 
Christmas bell with the small vial of 
perfume has sold excellently in all 
the department stores, as have Eliza- 
beth Arden’s Christmas boots. How- 
ever, the imported perfumes in very 


plain containers are doing quite well. 






The Nini Ricci basket packaging of 
Fille d "Eve draws and sells in grati 
fying volumes. Expensive packages 
are moving nicely. 

Women down here still like flowen 
and Helena Rubinstein’s 
“Magnolia” has enjoyed a brisk sale. 
Ol course new 
good selling item, one buyer pointed 
out emphatically. No matter how es 
tablished the how well it 
sells, a new scent draws the custom 
ers. 


scents 


odors are always a 


line, o7 


Fitted Cases 
\ buvei 
phatically 


remarked how 


purchasers 


on em 


preter ove) 
night bags and kits with empty bot 
tles and containers which they can 
fill with then The 
small suit-cases containing cosmetics 
have been out-sold 10 to 1 by the 
cases fitted with empty containers. 
The Mary Chess scented shoulde 
pads 


own cosmetics. 


for sold 


very well this vear and are stimulat- 


dress-hangers have 
ing the sale of her perfume and co 
logne, so they are indeed the pet of 
the buver. Gadgets are going well for 
gilts. The Atomette Lip-Vision has 
done very nicely and the Coty pack 
age with the tiny funnel is moving 
rapidly. 


Treatment Advertising 

Routine sales are off at this sea- 
son, of course, but in spite of this 
condition the Marie Earle “‘Araline” 
presentation is drawing excellently. 
The leaflet which accompanies the 
treatment, giving instructions to the 
saleswoman, is extremely useful and 
helps towards a good percentage of 
sales. However, the buyer is quite 
sure the local advertising is largely 
responsible and is unusually effec- 
tive due the educational mat 
supplied by the manufacturer show- 
ing the 3 female faces with direction 
pointers for massage. This ad drew 
phone calls, letters 
queries which resulted in a high per 
centage of sales. 

The experi- 
enced from cooperative advertising 
by Tip-On manufacturer. The local 
newspapers carried cuts of this new 


to 


and personal 


same results were 


product and the response was excel- 
lent. Naturally the convenience of 
the dispenser is a selling factor and 
the novelty has a high appeal, the 
buyer points out. 

Demonstrators are doing well but 
it is felt their percentage is not quite 
so high at this season as it is in non- 
holiday periods. 
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At any time of year you can find the right 


fragrance for your product in our laboratories. 


If you have a troublesome perfuming 
problem why not consult with our chemists at 
Naugatuck Aromatics? These men have a 


wealth of experience in Basic Perfume Materials 


Write, or call us—now! 


NAUGAROMES—For various industrial and 
commercial uses. 


SOAPOLS—For bar, paste and liquid soaps. 


SHAMPAROMES—For liquid, cream and paste 
shampoos. 
MODERN BASES—For fine perfumes, colognes, 


toilet waters, toilet preparations, etc. 


CREAMODORS—For all types of creams and lotions. 


o " a \y 
¢ * NAUGATUCK & AROMATICS “: 


e 254 Fourth Avenue, New York 10, N. Y.— 701 South La Salle Street, Chicago 5, Itt 






and Aromatic Chemicals, and they will be 


glad to work with you. 


They can show you how to mask or denature 
unpleasant odors of raw materials. They can 
show you how to add an acceptable fragrance 


—or neutral tone—to your finished product. 


ppg RP. = 


DIVISION OF UNITED STATES RUBBER COMPANY 


Toronto — Montreal ] 
Sole Distributors for: 
BRUNO COURT, S. A., GRASSE, FRANCE 


e 
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MANUFACTURERS OF AROMATIC CHEMICALS—IMPORTERS OF ESSENTIAL OILS 
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LISTERINE (Lambert Pharmacal 
Co.) found its advertisement con- 
taining a long quotation trom 
Ovid so effective that the company 
repeated the ad. Appearing in a 
first page spot the quotation consists 
of 108 lines from the Latin poet's 
{rs Amore in which the poet out- 
lines the proper conduct of a love 
affair. One line: “A noisome 
breath with citron cure” gives Lis- 
terine its chance to say that Ovid 
had the right idea but the wrong 
remedy. 


YARDLEY OF LONDON, Inc., has started 
its first television advertising. Since 
Jan. 5 the company has sponsored 
the Friday night Tex and Jinx 
show on a New York station. Jinx 
Falkenburg, co-star of the program, 
conducts demonstration type com 
mercials on Yardley makeup and 
treatment items. 


LIPSTICK to match the A la Carte 
nail enamels introduced a year ago 
has been announced by Revlon 
Products Corp., New York. The 
new lipstick comes in fluted gilt 
cases and is available in eight col 
ors at $2.00 per lipstick. 


MIDNIGHT .Cologne and hand _lo- 
tion by the Tussy division of Lehn 
& Fink, Inc. are packaged in a gift 
tray for Valentine promotion. ‘Two 





Midnight Valentine package 


of the two ounce ceramic lettered 
bottles are held in a blue foil and 
gold lettered tray. The package 
sells for $1.00. 


TINTAIR has added two more shows 
to its television advertising sched- 
ule, bringing its total weekly TV 
time to three and a half hours. The 
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new programs, “Cavalcade of 
Bands” and “Cavalcade of Stars,” 
are Dumont network productions 
which sell spot commercials to a 
number of sponsors. According to 
Tintair executives, the company’s 
expenditure for television advertis- 
ing during the last quarter of 1950 
was greater than that of all othe: 
hair products combined for the en- 
tire year. 
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<s — 
ly 


New Gourielli lipstick 


FULL-VIEW Lipstick by Gourielli has 
a 214 by 3% inch mirror hinged to 
the top of the case. Selling for $2.50 
plus tax, the case is finished in 
black and gold. 


FOR SPRING SELLING Houbigant of- 
fers a new package of its Chantilly 
Skin Sachet and Eau de Toilette. 
Both bottles are packed in a silver 
mesh and pink liner in a pink and 
lace round set-up box. The pack- 
age will be sold in March for $1.85 
plus tax. 


MARCH PROMOTION by Shulton will 
be an Early American Old Spice set 
of a four ounce bottle of toilet wa- 
ter with a miniature bottle of per- 
fume to retail for $1.00. 


VALENTINE PACKAGE for a purse dis- 
penser of any of four Prince 
Matchabelli perfumes is a lace bor- 
dered heart in red. Perfume and 
package sell for $2.75 plus tax. 


SHULTON has scheduled three sepa- 
rate advertising campaigns for the 
first six months of 1951. Old Spice 
shaving cream and lotion is being 
advertised in eight top male read- 


WN ts cxvcire and PROMOTIONS 


ership magazines and will receive a 
special Father’s Day boost from a 
separate campaign later in the 
year. Shulton’s line of women’s 
products will begin a campaign in 
February with a four color full 
page ad in Life and follow ups in 
seven additional magazines. 


roNt is again tying in with a toy 
manufacturer to put a children’s 
item on the market. The new item 
is a paper doll cut-out book featur- 
ing a selection of different hairdos. 
A nylon-haired Toni doll was the 
first such tie-in product and was 
very successful. 


COLGATE-Palmolive-Peet is using 
the Bill Stern’s Friday night radio 
sports program to boost its new 
Palmolive After Shave Lotion. The 
sports commentator’s show has 
been sponsored by Colgate for ten 
years. 


COTY is promoting its Skin Fresh- 
ener by packaging it with purse-size 
containers of two different founda- 
tions. The combination sells for 
$1.00, the same price as the Skin 
Freshener alone. 

WHIRL-A-WAVE plastic spin-type curl- 
ers are being introduced by Richard 
Hudnut in a package of 50 of the 





Hudnut home-wuve curiers 


curlers with a refill kit. The pack- 
ages are being shipped to stores this 
month and will sell for $3.00 plus 
tax. 

Tussy will market Midnight face 
powder in six shades starting in 
March. The powder will sell for 
$1.00 and will round out the line of 
Midnight products introduced in 
1950. 
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© PeivaTe MOLD 
CAPS 


for your bottles, tubes or jars 








individual closure adds to the sales value and im- 
cation of your package . . . Our experience in 







e mold closures for some of America’s most 


AND MOLDING COMPANY, inc. 


PLASTIC .CLOSURES 


STOCK CAPS 


too... We'll be glad 









to send you samples 





in any size you require. 
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Essential Oil of Basil Pro- 
duced in Tanganyika by Yves- 
Rene Naves, Perfumery Essent. Oil 
Record, 4/7, 286, 1950., In com 
merce, the essential oils of Euro 
pean basil, which princi- 
pally of estragol (circa 50 per cent.) 
and lialool (35 to 40 per cent.) are 
distinguished from essential oils of 
basil produced in the islands of the 
Indian Ocean (Reunion, Comores, 
Seychelles) or in Indonesia, which 
are rich in estragol (circa 70 per 
cent.) and in which lialool is prac- 
tically absent. Moreover, the exotic 
oils are described as possessing a 
somewhat camphor-like odour and 
a sweetish aroma of anethol; they 
form therefore minor substitutes 
used commonly in various food 
products (vinegars, mustards, cap- 
ers, canned tomatoes, etc.) and in 
blends of soap perfume. Essential 
oil of European basil is utilised in 
spices of fine quality and in per- 
fumery extracts, notably in jasmin 
blends, to which they give strength 
and smoothness. 

The essential oil produced in 
Tanganyika from Ocymum basili- 
cum var. purpuracens, which grows 
there in abundance. Its characteris 
tics were the following: 

Refractive index 1.5175 

Specific gravity 0.9558 

Optical rotation 1.1°.24 
Carbonyl index (Vandoni-Des 
seigne’s oximation technique) 

13.3; OCH, (Zeisel’s technique) 

17.90 per cen., hence estragol; 
85.5 per cent. 


consist 


Microerystalline Reaction Dif- 
ferentiating Between p-Amino 
Benzoic and p-Aminosalicylic 
Acids, P. Morand (Ann. pharm. 
franc. 1949, 7, 671-673. The sample 
(0.1 mg.) is dissolved in aq. NH, on 
a microscope slide and H,SO, then 
added. The free acids give highly 
characteristic crystals, which are ob- 
served under the low-power micro 
scope. (Thru British Abs. Part 6, 
254, 1950) 


The Karl Fischer Titration of 


Water in Vegetable Drugs, Nor- 
man A. Hulme and Arthur Osol 


(J. Amer. Pharm. Assoc. Sci. Ed. 39, 
171, 1950). The moisture content of 
digitalis and other crude drugs was 
determined by a titrimetric proce 
dure employing Karl Fischer re- 
agent. Residual titration was found 
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to be necessary, the excess of the re- 
agent being titrated with a metha- 
nol solution of water. A polarized 
platinum electrode system served 
to indicate the end point of the 
titration. The results obtained com- 
pared favorably with the standard 
oven-drying and toluene-distilla- 
tion methods. Considerable time is 
saved by this method of determin 
ing moisture in vegetable drugs. 


Protection of the Skin from 
Sunburn: (Thru The Pharm. 
Journ., No. 4530 Vol. 165 4th Series 
Vol. IIT, 138, 1950). In a recent com 
munication to the Lancet (1950, 2, 
247) Brian Russell and Daphne An 
derson report the results of the ex 
posure of a sensitive patient to the 
rays of a mercury vapour lamp when 
his skin was “protected” by several 
different ointment bases, with and 
without the incorporation of screen 
ing agents. Great importance is at 
tached to the selection of a suitable 
vehicle as this may itself be an el 
fective screen. The following is an 
example of a base which gives very 
good protection: 


Lanette wax SX 6.25 
Liquid Parafhn 6.25 
Yellow Soft Paraffin 87.5 


Watery solutions and suspensions of 
screening substances are all said to 
be ineffective, whereas a base con- 
taining 50 per cent. or more of yel 
low soft paraffin does not screen, but 
has an intensifying effect in the sun 
burn spectral range. 

In general, the vanishing crean 
type of base is both effective and ol 
good cosmetic quality, and the addi 
tion of screening agents can be ol 
value. When these substances are 
used in the treatment of eczema 
solare and other light-activated dis- 
eases, a watch must be kept for skin 
intolerance, both to the screening 
active principle and to some com- 
ponent of the base. Tannic acid 2.5 
to 5 per cent., which is usually well 
tolerated, is sometimes used in the 
treatment of eczema: other screen- 
ing agents are quinine hydrochlor- 
ide 5 per cent., pyribenzamine 5 per 
cent., sodium p-aminobenzoate 10 
per cent., and salol 10 per cent. The 
first three of these each give good re- 
sults when incorporated in the fol- 
lowing vanishing cream bases: Stear- 
in, 25; triethanolamine, 1; glycerin, 
10; oil of theobroma, 1; cetyl al- 
cohol, 0—5; distilled water, 62.5. 


Phis base should be dispensed in an 
air-tight container. It is stable and 
of good cosmetic quality, but may 
occasionally not be well tolerated 
because of its triethanolamine con- 
tent. This report should be of con 
siderable value to the pharmacist in 
the formulation of safe but effective 
preparations for the prevention of 
sunburn. 


Condensation of Citral with 
Acetone Catalyzed by Glycine, 
E. V. Budnitskaya, Bickhimiya 15, 
30-3 (1950). Amino acids are known 
to increase the reactive capacity of 
carbonyl compds. An aq. or ale. 
aoln. of | mol. citral, | mol Me.CO, 
and 0.5 bol. glycine, after 72 hrs. at 
37° yields 30-40 per cent of pseudoi- 
none, when judged by the disap 
pearance of the Me.CO content. 
Actually, 12 per cent pseudoionone 
was isolated. The reaction does not 
take place in the absence of glycine, 
the other conditions being the same. 
(Thru C. A. 44, 5849, 1950). 


Studies on Pharmaceutical 
Powders and the State of Subdi- 
vision. IV. The Application of 
Spray-Drying Techniques to 
Pharmaceutical Powders, 5S. Rie- 
gelman, J. V. Swintosky, T. Higu 
chi and L. W. Busse. (J. Am. 
Pharm. Assoc. 39, 444, 1950). An ex- 
amination of the usefulness of the 
spray-drying apparatus in modify- 
ing the physical, pharmaceutical, 
and pharmacological properties of 
medicinal substances is reported. 
Spray-drying appeared to be a use- 
ful method of modifying the sur- 
face area of a powdered substance 
during its preparation. The addi- 
tion of wetting and suspending 
agents modified spray-dried pow- 
ders, such as precipitated sulfw 
and Mercuric sulfide, so that ag- 
gregation effects of the drying 
procedure were eliminated. The 
method produced a_ free-flowing, 
easily wetted, monodispersible pow- 
der. Methylcellulose can be spray- 
dried to a fine powder; by pre- 
viously adding a wetting agent, the 
methylcellulose so produced was 
found to redissolve rapidly as well 
as disperse in oil, and with the sub- 
sequent addition of water to yield 
a stable emulsion. Colloidal sulfur 
was prepared and spray-dried. The 
dried product was found to be re- 
dispersible into its original unag- 
gregated state. Surface areas are re- 
ported and preliminary bacterio- 
logical data are presented showing 
the relation of the antiseptic action 
to the surface area of the various 
sulfurs. 
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It’s different, distinguished, 
distinctive. 


So’s A NORDA ORIGINAL. 


Choose your own NORDA 
ORIGINAL to create new prod- 
ucts with a fragrance nobody 
can match—your unique 


NORDA ORIGINAL odor. 
A NORDA ORIGINAL will 


give a spicy, exciting, modern 
bouquet to your toilet goods, all 
your cosmetics. Use it to make 
a stand-out new line that smart 
women will ask for. 


Get samples and test A NORDA 
ORIGINAL. Ask for the smell 
that will sell. Send today to 
Norda, first ever to talk sales 
scents. 


Norda ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 


601 West 26th Street, New York 1, N. Y. 
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Structure of Artificial Sweeteners 


Saccharin and sodium cyclohexyl sulfamate appear preferable 


to dulcin and 2-amino-4-nitrol-l-n-propoxybenzene from the 


toxicological point of view ... Chemistry of artificial sweeteners 


bbe topic of artificial sweeteners 
is one of endless interest to the 
flavorist and the flavor chemist. 
Ever since saccharin was discovered 
by Remsen and Fahlberg in 1879, 
the search for such substances has 
never ceased. 

Since, however, no adequate 
theory has been developed for the 
relation of sweetness to structure, 
much of the developments in this 
field have been purely accidental. 
This does not mean that we do not 
know a great deal about structure 
and sweetness, for much work has 
been done. Nevertheless, the acci- 
dental aspect must be stressed. 


Saccharin 


Indeed this has been true of sa 
charin. Fahlberg noted, after a 
day’s work at his laboratory, that 
his bread and other food tasted 
sweet while eating his supper. He 
went back to his laboratory and 
checked every test tube, flask, and 


CH oO 


AVI 


Saccharin 


beaker used in this work until he 
traced the vessel in which his sweet 
compound was contained. 

Che principal synthetic sweeten- 


® Professor of Chemical Engineering, Poly- 
technic Institute of Brooklyn. 
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ing agent for over fifty years has 
been saccharin and its salts, prin- 
cipally ammonium and_= sodium 
salts. Actually the term saccharin 
is used rather loosely to cover all 
of these compounds. 

Saccharin, itself, is 2, 3-dihydro 
3-oxobenzisosulfonazole; it is also 
known as_ benzoylsulfonimide, o- 
sulfobenzoic imide, and by a host 
of trade names, most of which, how- 
ever, have little use. It is a white 
crystalline powdered which has no 
odor but which has a remarkably 
sweet taste, of the order of 300 to 
550 times as sweet as sucrose. This 
rather wide variation in apparent 
sweetening power is attributable to 
the wide variation in sensory re- 
sponse of individual persons. Just 
as individual persons have wide 
variations in visual acuity and in 
hearing, so too there is a wide 
variation in individual taste evalua- 
tion. The great sweetening power 
of saccharin is evident from the 
fact that many can taste as sweet 
one part of this compound in 70,- 
000 of water. 

Saccharin is not very soluble in 
water, about | gram being soluble 
in 300 ml. of water at 25 degrees C. 
It is more readily soluble in hot 
water for one gram is soluble in 
25 ml. of boiling water, in 30 ml. 
of alcohol, and in 50 ml. of glyc- 
erol. It is readily soluble in alka- 
line solutions and in alkali carbo- 
nate solutions. 

Saccharin meits with some de- 
composition at 228 degrees C. and 


begins to sublime at about 100 de- 
grees €. and does so much more 
rapidly as the temperature is in 
creased to about the melting point. 


Soluble Saecharin 


Because of the insolubility of 
saccharin, it is prepared and sold 
as the sodium salt, crystalline with 


2 molecules of water. 
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Soluble Saccharin 

This type of saccharin is known 
as soluble saccharin. It is an odor- 
less, colorless crystalline material 
generally prepared in powder 
form. It is very soluble in water, 
for 83 grams is soluble in 100 ml. 
of water but its solubility in .al- 
cohol is not great, for only 2 grams 
dissolve in 100 ml. of alcohol. The 
sodium salt of saccharin has about 
the same sweetening power as that 
of saccharin itself. 

The ammonium salt, which is 
sometimes sold under the name of 
sucramine is also soluble in cold 
water. 

Some tests indicate that am- 
monium saccharin is sweeter than 
saccharin itself, that is, its sweeten- 
ing power is of the order of 700 
times that of sucrose. 
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Sixty-two years of continuous effort to meet the ever changing needs of American 
manufacturers for highest quality perfumers’, flavor makers’ and soapmakers’ 
materials, marks the span in years since Synfleur Scientific Laboratories was established 
in 1889. 


For many years the founder, Dr. Alois von Isakovics, worked unceasingly on what many 
called a dream—to establish an American aromatic chemical industry ; but success came 


finally as it must come when unusual ability is coupled with unusual perseverence. 


Things that are difficult to create are equally difficult to destroy. It took generations to 
build the pyramids. It took eight years for Gray to complete his famous Elegy. It took 
Synfleur fifty years of unremitting work in Monticello in the manufacture of aromatic 
and flavoring materials to reach its present position of leadership. Fifty years of not 
simply work—but devotion to an ideal—a determination that the promise of the 


founder ‘‘the best and only the best’”’ should be more than fulfilled as the years went by. 


And now another step forward has been taken in our studied plan of keeping ahead as 
ways improve and methods change. The management—now in the third generation 
of the founder's family—young in energy and in freshened viewpoint, supported by the 
wealth of experience that only years of intimate contact with the industries we serve can 
give, has re-equipped the research laboratories and strengthened the technical staff so 


that we may give in the years to come more complete and better service than ever 


before. 
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In addition to the sodium and 
ainmonium salts which are sold as 
powders, solutions of these salts are 
also sold as sweeteners. Saccharin 
and soluble saccharin are also put 
up in the form of tablets with 
added binders and fillers. 


Sulfamate 


In a sense, sodium cyclohexylsul- 
famate was also discovered acci- 
dentally for it was in a study of the 
anti-pyretic properties of the so- 
dium salt of n-phenylsulfamic acid, 
C,H,NHSO.Na, and related com 
pounds that it was noted that the 
sales of n-cyclohexylsulfamic acid 
were remarkably sweet. This in 
turn led to an investigation of the 
relation of structure to sweetness. 
The work was done by Audreith 
and Sveda and is reported in J. 
Org. Chem. 9, 89 (1944). 

fr 
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Sodium Cyclohexylsulfamate 

he work of these investigators 
indicates that sedium cyclohexyl- 
sulfamate, which is called sulfamate 
for short by some workers, is about 
100 times as sweet as sucrose, for 
it can be detected in a dilution of 
1:10,000 of water. Ammonium cy- 
clohexylsulfamate is also remark- 
ably sweet for a dilution of 1:5000 
can be detected. Sodium o-methyl- 
cyclohexylsulfamate, o-CH,C,H,,- 
NHSO.Na, is also very sweet for it 


can be detected in a ratio of |: 
2500. 


P-4000 
The l-alkoxy-2-amino-4-nitroben- 
zenes gave great promise when first 


proposed as sweetening by Verkade 
in 1915-46, for these substances ap- 





ie - . 


Note this 0. &C. and Ext. D. & C. Col- 
ors for Perfumes, Soaps, Shampoos, Bath 
Salts, Toilet Preparation Compounds, 


Waveset, and Brilliantines. Try SAPONINE 
today—the perfect foam producer. 


SAMPLES MATCHED 
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peared to have no aftertaste as 
was the case with saccharin. In 
particular, 2-amino- t-nitro-1-n-pro- 
poxybenzene, or as it is more com- 
monly written, l-n-propoxy-2-ami- 
no-4-nitrobenzene, and termed by 
those who use it P-4000, is astound- 
ingly sweet, deriving its familiar 
trade name from the asserrtion that 
it is 4000 times as sweet as sucrose. 


Cc —-OCH,CH,CH, 


an 








HC -N 
| Cc NH, 
HC CH 


| 


NO, 


2-Amino-4-nitro-1-n-propoxybenzene 

Related compounds are also re- 
markably sweet for the 1l-n-butoxy 
derivative is 1000 times, the l-ally- 
loxy derivative is 2000 times, and 
the l-isopropoxy derivative is 600 
times as sweet as sugar. 


Dulein 


Dulcin, also known as p-phene- 
tylurea, p-phenetylcarbamide and 
by a number of trade names such 
as Sucrol has also been in use, 
as has saccharin for over 50 years. 
It is a crystalline compound which 
melts at 173-174 degrees C. It is 
only slightly soluble in water, for 
| part dissolves in 800 ml. of cold 


C,H. NH- C-NH, 
\ 
Oo 
Dulcin 


and 50 ml. of boiling water, but 
it is much more soluble in alcohol, 
for 1 gram dissolves in about 25 ml. 
of alcohol. 

While dulcin has only about 200 
times the sweetening power of suc- 
rose and thus is much less sweet 
than saccharin, it has a more agree- 
able sweet taste than saccharin 


HOW TO Solve YOUR COLOR PROBLEM 


IN THE QUICKEST POSSIBLE WAY 


CHEMICAL 


Eastern Representatives of Wm. J. Stange Co., Chicago, Ill. 


LEEBEN 


co... 
389 WASHINGTON ST., NEW YORK 13, N. Y. 


Physiological Response 


The scientists of the Food and 
Drug Administration have recently 
completed certain toxicological 
tests on these four sweetening 
agents. The conclusions reached 
on the basis of these tests have 
been reported by Lehman in Assoc. 
Food Drug Officials (U.S.) Quar- 
terly Bull. 14, 82 (1950) in-a dis- 
cussion concerning toxicological 
reascns why certain chemicals may 
or may not be permitted as food 
additives. 

It was found that dulcin pro- 
duces liver tumors and interferes 
with the production of red cells in 
animals and is therefore excluded 
on the basis of harmful effects 
produced on long-term low level 
feeding. P-4000 produced kidney 
damage and an indication of inter- 
ference with thyroid function, hence 
it is excluded on the basis of a low 
margin of safety. On the other 
hand both saccharin and scdium 
cyclohexylsulfamate produced no 
apparent effects at high levels of 
feeding and consequently are con- 
sidered safe as food additives. 

One other factor to consider with 
all of these compounds is that none 
of them have any food value and 
hence their use in food constitutes 
an adulteration unless the product 
containing the permitted sweeten- 
ing agent is clearly labeled to show 
that it contains a non-nutritive 
synthetic sweetening agent. It is 
also wise that their use be restricted 
principally to those whose intake 
of ordinary sweets must be limited. 
In some communities the use of 
artificial sweeteners is prohibited in 
certain products. 

“Make Mine Vanilla” is a new, 
color sound motion picture pro- 
duced by Dodge & Olcott, Inc., to be 
shown throughout the country. It 
will be distributed to clubs and 
other interested groups. 





Use F. D. & C. Certified Food 
AX. Colors for Flavoring, Extracts, 
f Flavors and all other food 


products. 





INC. 
TEL.: WALKER 5-0210-0211 
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Flavor News 


Bill for Aleohol Tax Reduction 
and Permit System on Way 


Che Dingell bill providing for a 
reduction in the tax on alcohol 
used for non beverage purposes to 
$1 per proof gallon has been re- 
introduced in Congress. The bill 
H. R. 55 is now in the hands of the 
Ways and Means Committee. At 
present flavoring extract manufac- 
turers who would be_ benefitted 
chiefly by the bill pay $9 per gallon 
tax but get a tax drawback of $6 
making the effective rate $3 per gal- 
lon. The Dingell bill eliminates the 
drawback system, sets up the effec- 
tive tax at $1 with a permit system 
covering those entitled to the lower 
tax. 


American Spice Trade Assn. 
Offers Food Flavoring Booklet 


\n illustrated booklet giving 
latest information on natural food 
flavoring materials has been pub- 
lished by the American Spice Trade 
Assn. In alphabetic al order it gives 
data on aromatic spices, herbs and 
seeds. Copies may be had for ten 
cents by writing to the association 


at 350 Fifth Ave., New York 1, N. Y. 


Styron Beggs Co. Honors 
Employees Who Have Served 


The sound public relations and 
industrial relations policies of the 
Styron Beggs Co., Newark, Ohio, 
were well shown at the meeting of 
the sales representatives. At a spe- 
cial dinner for them and the long 
time employes prizes were awarded. 

J]. L. Meyers, secretary, who has 
just retired after 33 years of service 
was presented with a television set 
by President Leslie S. Beggs. Numer- 
ous other prizes were awarded to 


other faithful old employes who 
were retiring and also to those who 
had just joined the company’s 25 
year club. E. E. McCormick who is 
beginning his 40th year with the 
company was given a bilifold and 
President Leslie S. Beggs himself re- 
ceived a watch in recognition of his 
37 years of service with the company. 


Chester A. Smeltzer Now 
Vanilla Buying Agent 


Having disposed of his interests 
in the corporation of Dammann & 
Smeltzer, Chester A. Smeitzer, dean 
of the vanilla bean industry in this 
country, is continuing his lifelong 
association with the vanilla bean 
industry as a special buying agent 
or broker for Mexican, South. Ameri- 
can, Bourbon, Java and Tahiti 
vanilla. His services are also avail- 
able for consultation on any vanilla 
problem. His office is at 66 West 
Broadway, New York 7, N. Y., and 
the telephone number is Beekman 
53-8657. Mr. Smeltzer has been in- 
timately identified with the vanilla 
bean industry for 48 years. 


Hearings on Standards for 
Ice Cream Ete. Started 


Hearings to establish definitions 
and standards of identity for ice 
cream—the flavoring constituents 
provided for include ground va- 
nilla, ground spices and a large 
variety of food flavors—were begun 
by the Federal Security Agency in 
Washington, D. C. , January 8. Arti- 
ficial food flavorings which are suit- 
able ingredients of ice cream are 
also covered. Standards for fruit 
sherbets and water ices are included 
in the proposed standards, and the 
definitions and standards for them 
differ from those for ice cream. The 
hearings will continue for about six 
weeks, it is reported. 
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New Line of Liquefied Spices 
Offered in Mid West 


A new line of liquefied spices has 
been introduced by Vanguard As- 
sociates, Chicago, Ill. in the mid- 
west. Later this month the line will 
be on sale in New York. The spices 
range from anise to tumeric. 


Professor Seeks Better 
Medicine Flavors 


Dr. Pierre Smith, professor of 
aren espe chemistry at Rut- 
gers College of Pharmacy, Newark, 
N.J. has announced that he in- 
tends to experiment in order to 
produce more pleasant flavors in 
medicines commonly given to chil- 
dren. “I always hated to take medi- 
cine when I was a child, because 
of the horrible taste,” he said. 
“There is no reason why medicines 
cannot be flavored so that‘ children 
will like taking them.” He added 
that his formulas will be submitted 
to the Overseers of the New Jersey 
Formulary, the state’s legal phar- 
macist’s guide. 


South Carolina Now Taxes 
Fruit and Vegetable Juices 


All fruit and vegetable juices to 
which is added any artificial color- 
ing or flavoring or to which is added 
any preservative or carbon gas are 
taxed now in South Carolina at the 
soft drink tax rate of one cent for 
each 12 ounces. 


Louis J. Woolf Holds Hearing 


on Harmless Food Flavoring 


Louis J. Woolf, chairman of the 
special committee of the Flavoring 
Extract Manufacturers Assn. to co- 
operate with the ice cream industry 
held a preliminary conference at 
the Biltmore Hotel, New York, 
N. Y., January 8. 





Useful Books on Flavor 





Flavor by Ernest C. Crocker. 
Philosophy of flavor perception, chemistry of flavoring 


Methods of preventing off flavors in 
$3.50 


Synthetic Food Adjuncts by Morris 8. Jacobs, Ph.D. 


Synthetic food colors, flavors, essences, sweetening 


$5.50 


BOOK DIVISION 
Moore Publishing Co. 9 E. 38 St. New York, 16, N. Y. 
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SHOPPER 
STOPPER 


Smart shoppers choose smartly dressed 
products. Dress your product in crysta! clear 
Maryland Glass. It’s easy... and economi- 
cal, too. A wide variety of smart, graceful 
designs in a complete range of sizes is 
always carried in stock for your convenience 
... ready for immediate shipment. Or, we'll 
create a distinctive design for your exclusive 
use. Just drop us a line and tell us the 
auth ona tt 
nature of your product and the sizes in 
which you pack it. We'll send samples and 


prices. Naturally, there is no obligation. 


MARYLAND GLASS CORPORATION 
BALTIMORE 30, MARYLAND 


to attract 1 
FRENCH SQUARE Peat pack In 


MARYLAND 
GLASS 
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TIMELY SOLUTIONS TO 
FROM THE GIVAUDAN 


special odors for aerosol bombs 


With competition in aerosol dispensers steadily increasing—for insecticides, sprays, 
room deodorants, perfumes and other purposes—the right odor is becoming 
an increasingly important sales factor. 


With many purchasers, odor is the dominating sales factor. 


Givaudan has conducted a considerable amount of research in the development of special 


odors to meet the specific requirements of aerosol bombs for various purposes. 
These odors are produced from the highly purified line of Givaudan aromatics. 


A sample of your product, and information regarding its toxic or deodorant principle, 


will enable our laboratory to supply perfume oils that 


1. will be completely soluble in aerosol solvents 

2. will leave no sediment in the bombs 

3. will not clog the very small valves 

4. will not decompose 

5. will not affect the properties of other ingredients 





PRESSING PROBLEMS 
RESEARCH LABORATORIES 


essential oils that duplicate nature's best 


(in every hing but the cost!) 


Givaudan’s synthetic essential oils not only duplicate nature’s best efforts, but surpass 
them in uniformity—at a cost far below the cost of natural oils. Why not profit by the independence 
and economy these Givaudan products offer you? We suggest: 


for vetivert—VERTONE 


Recommended for use with the natural in a mixture in which vetivert itself 
would be required in proportions as low as 10%. VERTONE blends extremely 
well with vetivert oil. The combination has remarkable lasting power and is excellent for use 
in soaps and in the perfuming of creams and powders. 


for geranium—GERANIUM SYNTHETIC 1086 


Recommended as a total replacement, particularly for 
geranium Bourbon whose deep floral odor is excellently reproduced. 


—GERANIUM SYNTHETIC GIVCO 


A very inexpensive geranium material whose note is closely similar to the Algerian oil. 


for patchouli—PATCHOL 


Lends itself harmoniously to blending with oil of patchouli. The 
combination is very stable in soap and will not induce discoloration. 


Write for samples and full information on these 
and other timely Givaudan synthetic essential oils. 


Greater Distinction through 


(jivaudan -| )elawanna, 


330 West 42nd Street, New York 18, N. Y. 





Branches: Philadelphia + Boston + Cincinnati + Detroit + Chicago + Seattle + Los Angeles « Montreal + Toronto 





THIS YEAR..» MAKE A BETTER 
SUN TAN PRODUCT 
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Sun Screening & Perfuming agents combined! 


Just mix Sunaromes with the base you prefer . 

water-gum, water-alcohol, or even water alone. You 
can also use a cream base, mineral oil, fatty oil, etc. 
It’s the Sunaromes that make them effective sun screens 
...and scent them so attractively. The protection is 
positive .. . and there is no problem of skin irritation. 


WRITE TODAY FOR 
COMPLETE DATA, 
FORMULAS & SAMPLES 
WITHOUT OBLIGATION 


SPECTRAL TRANSMISSION 
- 


® SUNAROMES completely screen out harmful rays of the 
sun between 2900-3100 angstrom units. 

* SUNAROMES permit sufficient of the actinic rays to 
reach the skin for a beautiful and healthful tan. 

* SUNAROMES combine a perfect and tested sun-screen 
and a wide choice of perfumes, soluble in all media, for 
easy and simple manufacture. 

¢ SUNAROMES are economical to use. 

© SUNAROMES are non-irritating to the skin and stable 
in the finished preparation. 


SUNAROME Trade Mark 
Registered U S. Pat. Off 





AROMATICS - PERFUME BASES - ESSENTIAL OILS 


ELTO CHEMICAL COMPANY, INC. | 
599 Johnson Ave., Brooklyn 6, N. ¥. 
PLANTS: Brooklyn, N. Y.« Los Angeles, Cal. + Montreal, Que. « Paris, France 


SALES OFFICES: Atlanta * Boston « Chicago « Dallas * Philadelphia 
Stocks Carried in Principal Cities St. Louis ¢ Toledo + Toronto 
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How to choose the right amine for an industrial soap 


Amines in Industrial Soaps 





. Characteristics of the different amines . . . 


The use of amine soaps in industrial processes 


()' growing interest for a number 
of specialized industrial pur- 
poses are the soaps made from fatty 
acids, particuls irly oleic and stearic 
acids, and amines in which the or- 
ganic base acts in a similar manner 
to the inorganic alkalies used in or- 
thodox soap manufacture. Such 
amine soaps have already proved of 
value as surface active agents in tex 
tile processing and in the concentra- 
tion of ores by flotation, and as gen- 
eral emulsifiers and dispersing 
agents in the production of rubless 
floor polishes, water paints, textile 
and leather finishes, adhesives, dry 
cleaning soaps, shampoos and many 
other formulations too numerous to 
mention. The most important 
bases so far employed have been 
the mono, di- and tri-ethylamines, 

the more recently av: ailable alkyla- 
mines, such as propylamines and 
the longer chain amines, also 
amines such as cyclohexylamine 
and morpholine. These organic 
bases, although differing in physi- 
cal and chemical properties, do as 
a class offer certain advantages over 
the inorganic alkalies, e.g., they are 
very mild in action and readily form 
soaps by mixing correct proportions 
of fatty acid with the amine, often 
at room temperatures, to form 
soaps which are not only freely 
in organic liquids, including oils, 
e.g. isopropanolamine soaps are 
completely soluble in  hydrocar- 
bons, such as mineral oil, naphtha, 
or gasoline, even with concentra- 
tions of soap below 2 per cent. It 
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is, of course, true that the amines 
are not free from defects, for in- 
stance, many of them possess a dis- 
tinct ammoniacal smell, some have 
a rather low boiling point and one 
at least (cyclohexylamine) is dis- 
ieenuned by ease of carbonation 
when exposed to the air, but on the 
whole they are new materials of 
great potential value to the soap 
maker producing special soaps. 


The Correct Amine 


It is important to choosé the 
right amine for the right purpose 
and knowledge of the properties of 
these organic bases is, therefore, 
important. The simple amine, ethy- 
amine is produced in a very high 
state of purity and marketed as a 
70% solution in water. It is now the 
cheapest alkylamine on the market 
and finds a growing use for making 
fatty acid soaps to be used as emul- 
sifying agents for  self-polishing 
waxes. Diethylamine and triethyl- 
amine are both being employed for 
making soaps possessing excep- 
tional wetting and _ penetrating 
properties and specially suitable as 
textile assistants or auxilaries. 

Isopropylamine is a fairly new 
addition to the range of industrial 
amines and it is of interest for mak- 
ing surface active agents. It has the 
disadvantage shared by all the 
lower molecular alkylamines of be- 
ing very volatile; the boiling point 
of isopropylamine is $1.9° C. 

The fatty acid soaps of butyl- 
amine and dibutylamine are im- 





portant materials for use as surface 
active agents and activators for the 
vulcanization of both natural and 
synthetic rubbers. It is interesting 
to note that when preparing oil 
and water emulsions with butyl- 
amine soap, the recommended pro- 
cedure is for the soap to be dis- 
solved directly in the oil and then 
the mixture added to the water. 
The boiling point of butylamine is 
77.8° C. and the initial boiling 
point of dibutylamine is 154° C. Di- 
ethylethanolamine is a clear, water 
white liquid boiling at about 
161° C. It forms soaps with stearic, 
palmitic and oleic acids which are 
practically odourless and are solu- 
ble in mineral and vegetable oils. 
Mixtures of ethylethanolamines, 
such as the one which is made up 
of ethylmonoethanolamine and 
ethyl diethanolamine, are very suit- 
able for soap making. The com- 
pounds formed are of great value 
for the formulation § of - self- 
polishing floor waxes, automobile 
and furniture polishes, oil-in-water 
emulsions, etc. 


Triethanolamine 


Probably the most important of 
the organic bases is_triethanol- 
amine which is now very widely 
used because it is comparatively 
cheap, stable, relatively high boil- 
ing, relatively free from smell, eas- 
ily and safely transportable and 
available in bulk. Triethanolamine 
oleate is a semi-liquid soap possess- 
ing marked detergent properties; 
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Your Product will be in good company at the 
Private Brand D vision of Avon Allied 


The good companions will be those well-estab- 
lished brands of fine cosmetics and toiletries that 
are forging ahead, steadily building regular repeat 
sales . . . quality products whose manufacture is 
confidently entrusted to the skilled care of an ex- 
perienced staff of workers under the direction of 
cosmetic technicians of renowned ability. Avon 
Allied’s executive staff includes specialists in every 
branch of cosmetic and toiletries production. 





Avon Allied’s laboratories have had more than 
60 years of experience in the manufacture of qual- 
ity cosmetics and toiletries . . . experience for 
which there is no quick substitute. And it is that 
experienced treatment that keeps a quality prod- 
uct in the best company at the point of sale. 

If your plans call for increased volume, why not 
at least explore the possibility of improving your 
quality ! 


30 Rockefeller Plaza, New York 20, New York 


STRATEGICALLY LOCATED PLANTS & LABORATORIES 


Suffern, New York * Pasadena, California * Montreal, Canada 
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the stearate is a 
product. 

Both these soaps are practically 
neutral and have a pH of about 8. 
They form very stable water emul- 
sions of almost any oil, fat or wax 
and such emulsions are character- 
ised by their small particle size, 
non-corrosiveness and non-volatil- 
ity. Apart from the use of triethan- 
olamine for making soaps by inter- 
action with fatty acids, such as 
oleic and stearic, the triethanol- 
amine salts of many organic sul- 
phonates and sulphates are prov ing 
of great value as surface active 
agents. The properites of mono- 
ethanolamine and diethanolamine 
soaps are somewhat similar to 
those of triethanolamine and _ in- 
deed, commercial grades of the last 
named amine often contain small 
proportions of mono- and di- 
ethanolamines. 

Recently, special attention has 
been given to the claims of triiso- 
propanolamine for making soaps. 
This amine, which is available 
either as a water soluble white crys- 
talline solid or a liquid mixture of 
isopropanolamines, has a slight am- 
moniacal smell and is completely 
soluble in water. Its oleic acid soap 
possesses better hydrocarbon solu- 
bility than triethanolamine oleate 
and its color stability and storage 
properties are superior. 


hard, white 


Morpholine 


Morpholine is one of the latest 
amines to be used for making spe- 
cial soaps. The base is a colourless 
mobile liquid with an ammoniacal 
smell but it does not have an ob- 
jectionable odour in dilute solu- 
tions. This amine is readily soluble 
in water and because of its pecu- 
liar ring structure it possesses ex- 
ceptionally good solvent properties 
and dissolves dyes, resins and gums. 
Morpholine boils at 128.9° C. and 
its dilute water solutions boil or 
evaporate with little change in 
composition, and a constant alka- 
linity is maintained both in the so- 
lution and in the distillate. Out- 
standing advantages offered by this 
chemical as a soap making base 
can be summarised as follows:— 
l1—Morpholine is volatile under 
drying conditions. 

—Its volatility is about the same 
as water. 

3—When used in proportions of 
24% in polishes, paints, insecti- 
cides, paper coatings, etc., morpho- 
line does not give off any objection- 
able odour. 

Of growing interest as competi- 
tors to morpholine for making 
amine soaps are the alkoxypropyl- 
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amines, particularly 3-methoxypro- 
pylamine which is a colourless liq- 
uid boiling at 116° C. and having a 
flash point of 90° F. (32° C.) (Tag- 
liabue closed cup). In workable 
concentrations soaps made from 
this amine are practically odourless 
and in all respects give slightly bet- 
ter results in practice than morph- 
oline soaps. 

Pure fatty acids should be used 
for making amine soaps. Distilled 
stearic acid having a titre value of 
52.9-53.3° C.: saponification value 
206-209: acid value 205-208 and 
iodine value 9.0-11.0 is recom- 
mended. 

Distilled oleic acid having a low 
titre, 3.5° C.: saponification value 
196-200: acid number 193-197 and 
iodine value (Wigs) 91-94 will give 
excellent results. 

The plant required for soap 
making need only be quite simple 
and the soap can be finished in the 
kettle right after saponification. 

It is important that the fatty acid 
should be added slowly and with 
constant stirring. Moderate temper- 
atures below the boiling point of 
the amine are recommended but in 
some cases the reaction can be com- 
pleted at room temperature. 





Industry News 


Sindar’s Soap Patent 
Opened for Licensing 


Licenses at reasonable royalty 
rates will be issued by Sindar Corp. 
under U. S. Patent 2,535,077 re- 
lating to germicidal soaps the com- 
pany announces. It was issued De- 
cember 26, 1950. The patent was 
based on the unexpected finding of 
Dr. Eric C. Kunz and Dr. William 
S. Gump of Givaudan-Delawanna, 
Inc., with which Sindar is affiliated, 
to the effect that certain phenolic 
germicides, unlike other phenolics 
that had previously been tried, ren- 
der soap germic idal when incorpo- 
rated therein in small amounts. 
These germicides are the 2,2’-dihy- 
droxy halogenated diphenyl meth- 
anes such as the compound with the 
chemical name of 2,2’-dihydroxy- 
3,5,6,3',5’,6’-hexachlorophene. Sin- 
dar’s brand name is G-1 1. 


Liquid Detergent May be 
Introduced by Fels & Co. 


Fels & Co., Philadelphia, Pa., are 
considering the introduction of a 
liquid detergent this year. Consid- 
erable research is reported to have 
been done on the proposed new 
product. 


Government Spokesmen to 
Address Soap Manufacturers 


William Harrison, head of the 
Defense Production Administra- 
tion, and Paul Hoffman, head of the 
Ford Foundation, will be among the 
noted speakers at the 24th annual 
convention of the American Assn. 
of Soap & Glycerin Producers in 
the Plaza hove New York, January 
31-February 1. Ralph Trigg, presi- 
dent of is Commodity Credit 
Corp. and administrator of the Pro- 
duction and Marketing Administra- 
tion will outline the fats and oils 
outlook for this year. Dr. J. W. 
Perry of the Massachusetts Institute 
of Technology will talk on new and 
expanded uses for soap and syn- 
thetic detergents. Lawrence Flett 
will discuss industrial application 
and outlook for synthetic deter- 
gents. The Specialty Soap Division 
meeting will be held Monday after- 
noon, as will also the Glycerin Di- 
vision meeting. In addition to the 
foregoing highlights numerous pa- 
pers and discussions on matters of 
vital interest to the soap industry 
will add to the value of the meeting. 
The association’s annual dinner will 
be held February 1. 

Synthetic Detergent Patent 


Listings Available 


Group list SD-2 issued by Patent 
Publications, Box 4094, Washing- 
ton 15, D. C., covers 208 patents. 
While most have not yet expired, 
expiration dates are given. The 
chief technical claims of each are 
given. There are 27 sub classifica- 
tions of synthetic detergents to No- 
vember 1, 1950. Toilet soaps, germi- 
cidal detergents, stain removers, 
household cleansers, water soften- 
ers, etc., are covered. The group list 
is sold for $4. 


Cosmetic and Soap Firms 
Honored by Institute 


The American Institute of Man- 
agement recently awarded “Certifi- 
cates of Management Excellence” 
to four cosmetic and soap compa- 
nies for their policies during 1950. 
The firms cited were Bristol-Myers 
Co., Hillside, N.J.; Colgate Palmol- 
ive-Peet Co., Jersey City, N.J.; 
Chesebrough Mfg. Co., New York, 
N.Y.; and the Procter & Gamble 
Co., Cincinnati, Ohio. 

According to Jackson Martin- 
dell, president of the institute, 
awards are based on excellence in 
all of ten different fields, which in- 
clude corporate structure, fairness 
to stockholders, efficiency, research 
and sales vigor. 
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IF REDUCING THE CONSUMPTION OF ALCOHOL 
IS YOUR PROBLEM, THEN WE RECOMMEND 
THE USE OF OUR 


CONCENTRATES L.A.C. 





ROURE-DUPONT, INC. 


ESSENTIAL OILS, AROMATIC CHEMICALS AND PERFUME BASES 
GENERAL OFFICES 
366 MADISON AVENUE, NEW YORK 17, N. Y. 


CHICAGO BRANCH LOS ANGELES BRANCH 
510 NORTH DEARBORN ST. 5517 SUNSET BOULEVARD, HOLLYWOOD 


SOLE AGENTS IN UNITED STATES AND CANADA FOR 


ROURE-BERTRAND FILS et JUSTIN DUPONT 
GRASSE (A. M.) FRANCE ARGENTEUIL (S. & ©.) FRANCE 
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Manpower shortages coming up. 


Hints for Improving Production 


. . . Suggestions on how to plan for 


and obtain needed replacements from three available sources. . . . 


Maximum use of machinery called for. . . 


AR or no war, within the next 

year it is now certain that 
business of every kind and descrip- 
tion is going to be confronted with 
manpower shortages. Every plant 
executive in the land is faced with 
the problem of where to replace 
men and women taken from his 
staff or who leave voluntarily for 
big paying “defense” jobs else- 
where. If we wait until the last 
moment to solve the problem we 
may find ourselves in a position 
from which it will be difficult to 
recover. 

The first step is to 
out study of every staff posi- 
tion and every employee. That 
check-up should determine who 
will be called to military service. 
Not only should we determine who 
will be leaving but insofar as we are 
able it will be wise to find out how 
soon their positions must be filled. 

Next we must make a careful 
analysis of each employee and his 
or her position to determine which 
are very likely to be taken away by 
possible civilian draft for defense 
industry. This we did not have in 
World War II but indications are 
strong that such a program is be- 
ing formulated for possible use. 

In such considerations we should 
also analyze those of our staff 
members who are likely to leave 
voluntarily for such work through 
lure of higher wages than we can 
pay. 

Our next step, while we can still 
do so, is to seek possible replace- 
ments for such personnel as we will 
lose. Considerations should be 
given also to whether or not con- 
solidation of various staff jobs can 
be brought about in the near 
future. In considering actual re- 
placements it is well to figure that 
we will be up against terrific com- 
petition from every industry in our 
area for available personnel. 

There will be two vast reservoirs 


take an all- 
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of possible personnel available, 1.e., 
the physically handicapped and 
those in older age groups still able 
to do a reasonable amount of work. 

A third possible group is the 
teen-age group not old enough to 
be subject to military or industrial 
draft. Plans to use this group 
should take into account state child 
labor laws and lack of perma- 
nency; for if the duration should 
be a long one, they too will have 
to be replaced later on. 

The use of any of these three 
groups requires employee program 
readjustment to account for less 
skills, decreased physical stamina 
and limited abilities. It calls for 
the maximum use of machinery 
and equipment. And such machin- 
ery and equipment may well be 
obtained as speedily as possible. 

It will also be good policy to be- 
gin immediate quest for such re- 
placements. Other firms in other 
industries will be after the same 
people. If we can secure commit- 
ments to our firm in advance and 
make replacements as soon as they 
occur we will be able to obtain the 
top quality from each group avail- 
able.—Ernest W. Fair. 


Conserving Higher Priced Tin 


A new electronic tester to measure 
tin coatings on ferrous stock known 
as the Norelco Geiger Counter Tin 
Plating Thickness Gauge is offered 
by the North American Philips Co. 


Double Layer Insulation 


Application of molded insulation 
in two layers instead of a single layer 
of equivalent thickness results ina 
more efficient, and. where a fire haz- 
ard is present, a safer installation 
according to the Magnesia Insula- 
tion Manufacturers Assn. of Wash- 
ington, D. C. Double layer insula- 
tion permits the use of staggered 


New and improved equipment. 


joints and prevents leaks. After the 
first layer is wired on, the sections or 
blocks in the second layer are ap- 
plied so that each joint is centered 
over a block or section underneath. 
If the joints in the inner layer 
should open, the outer layer acts as 
an effective heat seal. 


Automatic Filling-Labeling 


An automatic machine designed 
to fill and label four different kinds 
of viscous liquids in two quite dif- 
ferent sized bottles and also fix labels 
to cosmetic jars of still another size 
and shape is offered by the Biner- 
Ellison Machinery Co. Short and in- 





Filler-Labeler in Operation 


terrupted runs, variety in sizes in 
bottles to be filled and labeled as 
well as jars to be labeled become fast, 
simple, economical set-ups with the 
new automatic filler-labeler, the 
makers state. It is said to be espe- 
cially suitable for filling and label- 
ing oils, lotions, extracts and sham- 
poos. 


Pipette Filler 


To obviate the necessity of draw- 
ing up harmful liquids by mouth 
suction, Fisher Scientific Co. offers 
a pipette filler operated by the fore- 
finger. 
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Bung Bushing Barrel Pump 


For all around can filling use for 
light liquids a new type barrel pump 
is offered by the General Scientific 
Equipment Co, It drops into the 
drum opening and holds the pump 


New Pump for Light Liquids 


to the drum. By tightening a thumb 
screw the bung and the pump are 
locked with one operation. It is 
made to fit 114 and 2 in. openings on 
15 to 55 gal. drums. It weighs five 
pounds and this pull type pump is 
made to sell at a low cost. 


Plug-in Humidity Controller 


Simple, automatic control to op- 
erate electrically powered humidi- 
fiers and dehumidifiers is provided 
by the new plug-in humidity con- 
troller according to the Abbeon Sup- 
ply Co. According to the makers all 





Controller Requiring No Installation 


that is necessary for fully automatic 
action is to plug the humidifier or 
dehumidifier into the control; plug 
the control into a wall outlet; and 
set the dial at the percentage of rela- 
tive humidity desired. It can handle, 
the makers add, a number of stand- 
ard industrial size electric humidi- 
fiers or dehumidifiers plugged into 
it at one time. 


New Corrosion Proofing Method 


For corrosion proofing old or 
moist metal surfaces Prufcoat Labo- 
ratories offers a new metal reactive 
primer P-10, a metal-treating formu- 
lation, along with its protective 
coatings. Together they are stated to 
provide a simple, two- step system 
for effective corrosion proofing. The 
entire metal surface to be corrosion 
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proofed is first treated with one coat 
of the metal reactive primer P-10, It 
may be done by brush or spray. Dry- 
ing time varies from 30 to 45 min- 
utes. The metal reactive primer re- 
acts with the metal and furnishes 
chemically treated surface to which 
its coating can obtain a secure bond. 
Then the recommended number of 
top coats of coating in the desired 
color are applied. The foregoing 
method is recommended for all fer- 
rous and aluminum surfaces, but is 
not recommended for phosphate 
treated, bonderized or alox-treated 
steel or for stainless steel clad ma- 
terials. Technical bulletins describ- 
ing the primer and Prufcoat protec- 
tive coatings are available on re- 
quest. 
New Type Siding 

A product claimed to resurface, 
beautify and insulate any type of 
wood, clapboard, masonry or shingle 
structures known as Re-nu-it, is an- 
nounced by the Re-Nu-Corp. The 
company states that the product is 
waterproof and contains asbestos 
and mica. Instead of being nailed 
on it is fused to the surface by spe- 
cially designed pressure equipment. 
The product is air blasted to the sur- 
face approxmiately 1-16 in. thick, 
thus becoming an actual part of the 
existing structure. It is available in 
seven different custom colors. 


Processing Literature 


Pumps for handling corrosive and 
non-corrosive liquids, solids carry- 
ing liquids and dry and semi-dry 
materials are described in a new 
condensed catalog issue by Yeomans 
Brothers Co. It contains 12 pages 
and will be mailed on request. 


Corrosion resistant materials for 
the processing industries including 
industrial coatings, adhesives, pro- 
cess equipment linings, extrusions, 
chemical tubing and piping are 
covered in an 8-page illustrated 
folder issued by Munray Products 
Inc. Technical data is also included. 
A copy will be sent for the asking. 


Surface active agents and organic 
chemical specialties made by the 
Alrose Chemical Co. are ade- 
quately described in an 8-page 
pamphlet which will be sent to any- 
one requesting it. 


Kiefer Calling, the clever house 
organ of the Karl Kiefer Machine 
Co., in its latest quarterly issue de- 
scribed the filling of polyethylene 
bottles and gives information about 
various Kiefer machines. Anyone 
interested should write for a copy 
of it. 





Tergitol surface active agents is 
the subject of an 8 page folder is- 
sued by the Carbide & Carbon 
Chemicals Corp. Properties, uses 
and specifications of Tergitol wet- 
ting agents 7 and P-28 and of Ter- 
gitol penetrants 4, 08 and EH are 
given. Data on average wetting 
times for the different products in 
various acid, base and salt solu- 
tions are presented. A technical 
data sheet on the new Tergitol dis- 
persant TWN-650 is also offered. 
It is a surface active agent of the 
non ionic type and is a 100 per 
cent active product compatible 
with anionic, cationic and non 
ionic surface active agents and is 
said to be useful as a wetting 
agent, emulsifier and lime soap dis- 
persing agent especially for any 
operation in which the problem of 
insoluble metal soap formation ex- 
ists. Copies of F-5900 and F-7387 
as the folder and data sheet are 
known may be had for the asking. 


Laboratory time savers consisting 
of variable speed stirrers and mid- 
get pumps are illustrated and de- 
scribed in a folder issued by Eastern 
Industries Inc. available for the ask- 
ing. 


Glass pipe and fittings and pre- 
cision bore glass specialties are cov- 
ered in catalogs 94 and 95 issued by 
the Fischer & Porter Co. Both are 
adequately illustrated and _ sufh- 
cient technical data is supplied to 
enable the user to employ glass 
pipe and specialties to best advan- 
tage. 


Laboratory e quipment and chem- 
icals are covered in the latest catalog 
of the Burrell Corp. It contains 986 
pages and is bound in leather. Over 
25,000 items are listed and it in- 
cludes improved methods and aids 
for chemical analysis and testing. 
Copies are available to laboratories 
of all kinds on receipt of a written 
request on the laboratory's letter- 
head for catalog 450. 


Typical analyses of Cachalot 
taety alcohols are given in a data 
sheet prepared by M. Michel & Co. 
which will be forwarded for the 
asking. It covers cetyl, stearyl and 
oleyl alcohols and mixtures of 
these of interest to cosmetic manu- 
facturers. 


Antara Surfactants: what they 
are and what they do, is the sub- 
ject of an informative 8 page pam- 
phlet which has been issued for 
general distribution by the Gen- 
eral Aniline & Film Corp. 
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New Products and Developments 


New Merchandising Service 


\ national network of merchan- 
dising, promotion and public rela- 
tions field men covering the 53 key 
and sub key markets of the United 
States and Toronto, Canada has 
been organized. The National Mer- 
chandising Service as it is known is 
a special division of Franklin & 
Gladney Inc. and the services are 
available on a per market basis to 
manufacturers and_ distributors. 
Field men under the plan person- 
ally place or arrange for the use of 
sales aids. The scope of the Serv- 
ice’s activities is not being limited 
to nationally distributing manufac- 
turers but is aimed toward fulfilling 
the local level promotion of any 
product with one or more markets 
besides New York. The service of- 
fers to tell sales personnel and 
other interested club and associa- 
tion groups the story of the indus- 
try, apprise them of the product's 
selling points and urge the support 
of the pre-selling job already per- 
formed by newspapers, magazines, 
radio and television. 


Synthetic Carbazole 


For inhibiting rancid odors in 
synthetic detergents, for use in 
making insecticides and also for use 
in organic synthesis synthetic car- 
bazole is now offered in commer- 


cial quantities by the Reilly Tar & 
Chemical Corp. 


New Vegetable Colloid Stabilizer 


An economical stabilizer which 
is readily dispersed in cold or hot 
ice cream mixes is announced by 
the Burtonite Co. It consists of so- 
dium carragheenates (Irish moss 
derivative) from which the potas- 
sium, calcium and magnesium ions 
have been eliminated. It is used as 
a thickener and stabilizer for aque- 
ous foods. One per cent of it in wa- 
ter is said to produce a colloid dis- 
persion having a viscosity of 500 
centipoises at room temperature. It 
is said to be tasteless. 


Unit for Bottling Inspection 


A unit easily installed on a bot- 
tling line for inspecting translucent 
bottles is offered by the Keenline 
Equipment Corp. The unit consists 
of a sheet metal box 30 in. long 
and 12 in. deep. Light mounting 
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may be moved to provide the light 
intensity considered best by the op- 
erator. An air circulating fan and 
vent on top of the unit is provided 
to keep it cool. The light provided 
facilitates detection of defects. 


Fluorescent Screw-in Bulbs 


Hot incandescent work lights 
may now be converted to cool fluo- 
rescent by screwing in a Lite-Mite 
bulb in any ordinary lamp socket 
according to Stocker & Yale. Exist- 
ing work lights in the factory, labo- 
ratory or office remain as originally 
installed, it is pointed out, allow- 






a 


Replaces Incandescent Bulb 


ing the same flexibility plus the 
300 deg. rotation of the Lite-Mite 
bulb shade for even more efficient 
focusing. The bulb contains two 
t-watt fluorescent lamps and _ all 
control components within the 2x6 
in. shade. The entire fixture is 
slightly larger than the ordinary in- 
candescent lamp yet it is cli 1imed to 
produce over 400% more light for 
equal wattage. 


Flexible Plastic Tubing 


Flexible, clear, plastic tubing ex- 
truded to a variety of diameters 
and wall thicknesses is available for 
use interchangeably for pressure 
and vacuum operations, usually 
without encumbering fittings, ac- 
cording to the Munray Products 
Inc. div. of Poly-Cyclo Products Co. 
It is said to afford a superior me- 
dium for conducting all types of so- 
lutions in a variety of applications 
as it retains all the desirable physi- 
cal and electrical properties of rub- 
ber yet is superior to it in its ability 
to resist chemical attack. It is said 
to be adaptable to nearly all flow 
problems of the process industries 
where a clear and flexible conduc- 
tor is needed. It is also supplied in 
colors. 


New Deodorant 


A new chemical developed by 
Phillips Scientific Laboratories for 
which a patent has been applied 
and which is claimed to be non 
toxic is offered as a component of 
deodorant sprays. The product is a 
liquid and is obtained in oil and 
water soluble form. 


Trade Literature 


Pocket sized mailing list direc- 
tories have been issued by the Dun- 
hill International List Co. Listings 
are alphabetical. Copies will be 
sent on request. 


A wealth of information on 15,- 
185 new products, 25,081 price 
changes, 472 new companies and 
1353 ‘product descriptive listings is 
to be found in the 1950-1951 “edi- 
tion of the Drug Topics Red Book. 
Over 61,000 copies of it have been 
made to the entire drug trade. The 
list of manufacturers contains 
6793 manufacturers and distribu- 
tors serving the drug trade. A 28- 
page pharmacists reference section 
is an added feature. The book is 
especially useful to druggists. 


A new and unusual book on talc 
is being distributed by Whittaker, 
Clark & Daniels, Inc. The introduc- 
tion describes the various kinds of 
talc, their sources and their broad 
usage. All are indexed by grade 
number and geographical sources. 
Section 1 on uses indicates the im- 
portance of the various grades of 
talc to specific industries. A talc 
use encyclopedia suggests the best 
grade to use for every industrial 
need. A section is also devoted to 
specialties such as fillers, crayons, 
etc. About 100 different talcs are 
described in the listings of physical 
and chemical properties of Whit- 
taker talcs. Two final indices list 
tales by geographical origin and 
talc by special properties. Distribu- 
tion is restricted to inquiries from 
industries which use talc and talc 
specialties. 


Controlling insects on the dairy 
farm is the title of an 8-page pam- 
phlet issued by U.S. Industrial 
Chemicals Inc. 60 E. 42nd St. New 
York, 17, N.Y. It is designed to 
help manufacturers sell pyrenone- 
based dairy insecticides. 
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Book Reviews 


MODERN GLASS WORKING 
AND LABORATORY TECH- 
NIQUE. M. C. Nokes, M.C., M.A., 
B.Sc. Cloth covers, 5x8 in., 157 
pages. 96 illustrations. Chemical 
Publishing Co. 1950. Price $3.75. 


In this handy volume special in- 
structions are given for the working 
of Pyrex and other hard glasses thus 
bringing this third edition up to 
date for the use of laboratory tech- 
nicians, teachers and students. The 
third edition is enlarged and con- 
tains several new processes and dia- 
grams. The book is divided into 
three parts: Glass Working, with 
five chapters; Metals, with four 
chapters; and Vacuum Technique 
with three chapters. The book may 
be said to cover the subject thor- 
oughly and authoritatively. 


THE ESSENTIAL OILS, Volume 
4, by Ernest Guenther. Size 
6 x 9 inches, 752 pages, illustrated 
and indexed. D. Van Nostrand 
Co., Inc., 1950. Price $12.00. 


Few authors have had the oppor- 
tunity to study this subject at close 
hand; Dr. Guenther has traveled the 
world through the generosity of his 
employer, Fritzsche Brothers. In his 
travels, the author has studied every 
aspect of the plant, its culture, distil- 
lation or extraction with subsequent 
examination of the odorous product 
and finally the economic conditions 
relating to it. 

In continuing the series on ‘““The 
Essential Oils,” the present book 
consists of monographs on_ indi- 
vidual oils arranged according to a 
botanical system, six families of 
which are covered by the present 
volume. In addition, a number of 
chapters have been written by spe- 
cialists in their field, such as the 
work by Hiraizumi on camphor and 

camphor oils and that by Penfold on 
Eucalyptus and Tea-tree oils. 

Each monograph is an encyclo- 
pedia on the subject, dealing with 
every scientific, economic and poli- 
tical aspect associated with the oil. 
To attempt to discuss it here would 
take away from the masterful pre- 
sentation. 

This volume together with its 
three predecessors will be the stand- 
ard reference on The Essential Oils 
for generations. Being written in 
English makes it more valuable than 
well known references written in an- 
other language. 

No mistakes or typographical 
errors were noted, again indicating 
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the painstaking effort of the author 
to have as nearly a perfect tome as 
possible. The book is well made and 
easy to read. The many illustrations 
make the subject matter easier to 
understand. The author’s fine style 
of writing is a pleasure to follow. 
His command of the language and 
his articulation are no less than ad- 
mirable. 

Place this volume alongside the 
first three in your reference library 
and you will have the finest ref- 
erence on essential oils yet pub- 
lished—M.G. deN. 


HOW TO BECOME A SUCCESS- 
FUL SPEAKER. Harold P. 
Zelko. Cloth covers, 514x8 in., 160 
pages, illustrated with drawings. 


National Foremen’s Institute. 
1950. Price $2.50. 


In this book the author assumes 
that people are already set in their 
ways as far as pronunciation and 
diction are concerned, but in spite 
of the minor mistakes they make 
they can, he feels, become interest- 
ing speakers. Technical terms are 
scarcely mentioned. Instead em- 
phasis is placed on two simple 
ideas: “What do you want to say?” 
and “How should you say it?” This 
system to learn to speak effectively, 
decisively and without hesitation 
is the same one the author uses in 
teaching adult groups and college 
students at the Pennsylvania State 
College where he is associate pro- 
fessor of speech. Included in the 
interesting book is an instructor’s 
guide for developing successful 
speakers and notes on how to be- 
come a successful speaker. The 
course is worked out in such detail 
that anyone with the desire may 
easily develop his ability to speak. 


INDUSTRIAL SOLVENTS. Ibert 
Mellan. Cloth covers, 6x9 in., 758 
pages, illustrated with charts. 
Reinhold Publishing Corp., New 
York; 1950. Second edition. Price 
$12.00. 


Like the first edition published 
in 1939 this book is a comprehensive 
treatment of industrial solvents. 
The chapter on plasticizers has been 
eliminated as has been the chapter 
on graphic expression. A new chap- 
ter covering the handling of sol- 
vents has been added and informa- 
tion on the newer solvents has been 
included. The book includes a 
chapter on the nature of solution 
and complete physical and chemical 
data on solvents as well as their ap- 
plications. A two page selected 
bibliography is included. 





ORGANOPHOSPHORUS COM- 
POUNDS. Gennady M. Kosolap- 
off. Cloth covers, 6x9 in., 376 


pages. John Wiley & Sons, Inc., 
Chapman & Hall, Ltd., 1950. 
Price $7.50. 

O rganophosphorus Compounds 


provides a single source for infor- 
mation on all of the presently 
known organic phosphorus com- 
pounds, including physical and 
chemical properties and methods of 
synthesis. The author has done re- 
search on the compounds for over 
ten years and, because he can read 
Russian, has had access to the re- 
ports of Russian work in the field, 
an important advantage since so 
much research on the compounds 
was done in Russia. 


MANUFACTURERS — PRACTI- 
CAL RECIPES. Cloth covers, 
714x10 in., 400 pages. Chemical 
Publishing Co. 1950. Price $10.50. 


This volume comprising pro- 
cesses and recipes for the manufac- 
ture of commodities used in various 
arts, industries and professions was 
compiled under the direction of 
G. S. Ranshaw, Ph.D. The editorial 
consultant for cosmetics was W. 
Holmes and for soaps, F. Slater. In 
the cosmetic section there are 46 
pages of formulas; in the flavoring 
section, 2 pages; in the soap section, 
41 pages. Subjects covered in the 
cosmetic section are: bath products, 
dental products, hair preparations, 
lip preparations, manicure prepara- 
tions, rouges and theatrical make- 
up, shaving specialties, skin creams, 
lotions and milks, sunburn and sun- 
tan preparations, talcum and toilet 
powders, toilet requisites and es- 
sences. In the flavoring section 
formulas cover synthetic fruit, oils, 
milk caramel, plum, greengage, 
strawberry, etc. In the soap section 
the subjects covered are: general 
process of manufacture, American 
specialties, buoyant soaps, cold pro- 
cess, Continental recipes, curds, dry 
soaps and extracts, fillings for bar 
soap, cheap household soap, liquid 
soap, marine soap, milled toilet 
soap, new fillings for hard soaps, 
sanitary soap, soft soaps, specialty 
cleaners, dry soaps, specialty clean- 
ers, dry soaps, extracts of soap and 
soap powders, super fatted soaps, 
textile soaps, toilet and special 
soaps and transparent soaps. In the 
section on beverages consisting of 
seven pages are covered: coffee and 
chicory essences and extracts, cor- 
dials and squashes, bitters and 
liqueurs, fruit wines and synthetic 
fruit essences. There are also eight 
pages on disinfectants. 
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ALBERT VERLEY AND CO., INC. 
472 W. Superior St., Chicago 10, Illinois 
114-116 E. 25th St., New York 10, N. Y. 


MEFFORD CHEMICAL CO. 
1026 Santa Fe Ave., Los Angeles 21, Calif. 


SN THE TICS ALBERT VERLEY AND CO., INC. 


222 Front St., East, Toronto, Ontario 
by Albert Verley & Com pany, Inc. Representatives in all principal cities 
throughout the world 
reach new heights of fragrance and fidelity as substitutes, 
in part or whole, for the natural product 


For many years, the development of Jasmin specialties and com- 
positions has been a particular interest of the staff of Albert Verley 
& Company, Inc. A few of our materials are listed below — true 





similes of this essential flower. You can use them to match the 


W, 
Yo 
fragrance of the natural product with uncanny fidelity — both in f: WH, 


your Jasmin odors and for the Jasmin note indispengab)e in so 








many perfume compositions. And you enjoy important <av- 

ings. These. Jasmin developments deserve more thas uate H, 

notice. Ask us for working sample and prices — or consult /4/ “ne, Marte, ‘i 
\ “ in confidence regarding your individual problem. ) y ae. Se * for Odo, 
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THE ROUND TABLE — 


G. E. Gets Permanent Injunction 
Against Macy on Price Cuts 


R. H. Macy & Co., New York 
department store, has been = 
nently enjoined from selling Gen- 
eral Electric Co. appliances below 
established fair trade prices. The 
injunction was granted by the New 
York Supreme Court. Continua- 
tion of the injunction was made on 
condition that General Electric 
Co. maintain its “present vigorous 
enforcement activities’ against 
price cutting by other dealers. Macy 
has appealed the decision. 


Minimum Wage of 85 Cents for 
Cosmetic Industry Proposed 


Workers in the cosmetic indus- 
try engaged in government con- 
tract work will receive a minimum 
wage of 85 cents per hour if a sug- 
gestion made to the Department 
of Labor is adopted. Labor repre- 
sentatives suggested that the floor 
be set at $1 or $1.05 per hour. 
John Currie, representing the 
Toilet Goods Assn. at the hearing 
January 9 objected to the classifica- 
tion of the toilet goods industry 
with the drugs and medicines 
group. He pointed out that wage 
levels in the cosmetic industry are 
lower than in the drug and phar- 
maceutical industries. When he 
suggested 85 cents per hour Mr. 
Currie also advocated a differen- 
tial of ten cents an hour for be- 
ginners or learners. The United 
Mine workers, District 50, sug- 
gested $1.05 per hour for cosmetic 
workers with a 5 cents an hour dif- 
ferential for new workers. 


F.T.C. Threatens Court Orders 
For False Cosmetic Ads 


The Federal Trade Commission 
has announced that it intends to 
use federal court injunctions to 
stop cosmetic, food and drug ad- 
vertisements when the _ public’s 
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health is threatened with irrepar- 
able and substantial injury. The 
policy statement did not disclose 
the types of cosmetic or food ads 
which would get injunction treat- 
ment. 


Keith Porter Now President 
of Harriet Hubbard Ayer Inc. 


Keith Porter has been elected 
president of Harriet Hubbard 
Ayer Inc., a division cf the Lever 
Bros. Co. He has been sales man- 
ager since last August and prior to 





Keith Porter 


that held a similar post with Har- 
riet Hubbard Ayer Ltd. of Canada. 
He served in the Canadian army 
during World War II and then in 
1946 joined Lever Brothers Ltd. of 
Canada as salesman. Later that 
year he became supervisor of the 
Ontario sales division. In 1947 he 
was made sales supervisor of Pep- 
sodent of Canada and later became 
advertising manager. He replaces 
Ralph Lewis who resigned. 


BIMS Annual Dinner at New York 
Athletic Club Jan. 25 


An especially interesting pro- 
gram of entertainment arranged by 
Sewell Corkran from the leading 
television shows will feature the 
annual banquet of the BIMS in 
the New York Athletic Club, Jan- 
uary 25. 


Conducted Tour to Perfume 
Regions of France 


A conducted trip to the famed 
perfume centers of France is being 
arranged by French Travel Service 
Inc. A 15 day tour is planned. The 
trip to and from France is to be 
made by airplane, the plane leav- 
ing New York March 8. The cost 
is tentatively fixed at $680 per per- 
son. A minimum of 20 reservations 
must be made or the trip will be 
abandoned. 


Robert F. Fiske to Introduce 
Laszlo Cosmetic Line 


Robert F. Fiske, for seven years 
cosmetic buyer for Saks-Fifth Ave., 
New York, N.Y., has been ap- 
pointed general manager of the 
Erno Laszlo Co. and will introduce 
a consumer line of cosmetics for na- 
tional distribution employing the 
technique and formulas associated 
with Laszlo products. Hitherto 
Laszlo products have been distrib- 
uted to a restricted, exclusive clien- 
tele. Under the new setup they will 
be available everywhere. Dr. Laszlo 
is a native of Hungary and a grad- 
uate of the Royal Hungarian Eliza- 
beth University of Medical Science. 
After intensive study abroad he 
opened his Cosmetic Institute in 
New York where he met with 
marked success. 


Faberge Wires All Accounts 
Its Views on Price Increases 


Faberge Inc. recently wired all 
of its department, specialty and 
drug store accounts throughout the 
United States as follows: “We con- 
sider general price increases infla- 
tionary and therefore dangerous to 
the general welfare of our country. 
Despite increased costs of all raw 
materials we pledge to do every- 
thing humanly possible to hold the 
line at present price levels.” The 
telegram was signed by Samuel Ru- 
bin, president. 
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Robert Arcularius Honored by 
Foragers for Industry Service 


The respect and affection that 
may be earned by a cosmetic sales- 
man from associates, competitors 
and buyers after years of sincere, 
conscientious work, was strikingly 
shown by the tributes given to 
Robert S. Arcularius by the past 


presidents of the Foragers, by lead- 





Robert S. Arcularius, guest of honor, is the 
oldest member of the oldest cosmetic group. 


ing buyers and by other executives 
in the industry at the 54th annual 
banquet of the Foragers of America 
in the Hotel Astor, New York, N.Y., 
January 6. 

The Foragers of 
founded in 1897, is the oldest asso- 
ciation in the industry; and Mr. 
Arcularius, a past president, is the 
oldest member of the association. 
He was the guest of honor. In his 
career he has been associated with 
the foremost companies in the in- 
dustry; and he did much to help 
them achieve that distinction; for 
he brought dignity and increased 
respect to the position of salesman. 

Arthur J. Connolly, retiring presi- 
dent, presided at the banquet and 
introduced all of the past presidents, 
who were there, in order. Three, 
John McNary, Herbert Georgi and 
Stanley Park could not be present 


America, 


on account of illness or absence 
from the country. Those who spoke 
and paid tribute to the high char- 
acter and useful service of Mr. 
Arcularius were: Martin S. Schultes, 
Aaron R. Chisholm, Joseph V. 
Gartlan, William W. Nielson and 
Walter A. Conklin. 

Other speakers who paid tributes 
to Mr. Arcularius were Joseph 
Keho, president of the Toilet Goods 
Assn., Paul Douglas, C. R. Keeley, 
Robert Fiske, Henry Lotz, Hugh 
Finn, H. J. Brooks and Thomas 
Johnston, vice president of Macy’s. 
At the conclusion of the tributes 
Hugh Finn presented a wallet as a 
memento of the occasion to Mr, 
Arcularius. 

New officers of the association 
are: Thomas Gladding, president; 
George Zinnell, vice president; and 
Martin Regan, secretary-treasurer. 
The board members are: Hugh 
Finn, Harry Kunze, Victor N. Fred- 
holm, Nelson W. Millard, Jack 
Thaler, Walter Braunneiss, E. R. 
Commons, Walter Conklin, Charles 
B. Darcey, Edward Welsh, Charles 
Popkin and Walter Buzzi. Retiring 
President Arthur J. Connolly took 
occasion to thank the members of 
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Retiring president Arthur J. Connolly and 


president Thomas Gladding pose together. 


the board and the entertainment 
committee for their work during 
his regime. 

The entertainment committee 
was composed of Hugh Finn, chair- 
man; Harry Kunze, George Zinnell, 
Walter Braunneiss, Robert F. Mac- 
Gilvray and Victor Fredholm. 

The affair was a complete success 
in every way and was marked by in- 
formal gatherings before and after 
the banquet. 


German Carries Research Data 
Now Available 


Dental Caries, a review of Ger- 
man research consisting of 14 pages 
is available from the Photoduplica- 
tion Services, Library of Congress, 
Washington, D. C. for $2.50. In mi- 
crofilm it may be had for $1.75. A 
conclusion reached indicates that 
sugar does not appear in itself to 
further tooth decay through meta- 
bolic changes. The formation of a 
tooth film permitting rapid fer- 
mentation and consequent decay 
was attributed to yeast dough. Hard 
foods were felt to act as a polish- 
ing agent and thus account for the 
relative freedom from dental caries 
which archaeologists have found 
among medieval peasants. 


Hoarding of Alcohol and 
Zine Oxide Prohibited 


Industrial alcohol and zinc oxide 
have been added to the list of ma- 
terials subject to the anti-hoarding 
provisions of the defense produc- 
tion act by the National Produc- 
tion Authority. Both are subject to 
inventory control. As defined in 
the act, hoarding of materials may 
be either in excess of the reason- 
able demands of business or for the 
purpose of resale at prices in excess 
of prevailing market prices. 


NPA Orders and Information 
Available to All Manufacturers 


Copies of National Production 
Authority orders, regulations, direc- 
tives, interpretations, pamphlets 
and other NPA publications may be 
obtained as they are issued from any 
Department of Commerce field 
office or by writing to the National 
Production Authority, Dept. of 
Commerce, Washington 25, D.C. A 
list of field offices may also be ob- 
tained. Field offices in New York 
are located at 42 Broadway, New 
York City; in Chicago at 332 
Michigan Ave.; and in Los Angeles 
at 312 N. Spring St. 





Left: An always popular trio—Harold Hutchins, 
~Walter A. Conklin, Robert Arcularius and Walter C. Rochelle always present at every annual meeting. Right: Paul Douglas, a veteran of 
the industry, chats with Thomas Johnston of R. H. Macy & Co. 
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Walter S. Jenkins of bow tie fame and Arthur J. Connolly. Center: Three loyal Foragers 


An enjoyable cocktail hour preceded the big annual banquet. 
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Finished products under discussion by a group of Fritzsche Brothers’ 
men at the firm’s recent sales conference in New York. Left to right 
are Robert Montgomery, Philadelphia office representative; George 
immersbach, in charge of the Perfume Research Laboratory; Nor- 


man Jones and Frank Pond, New York; Hans P. Wesemann, vice 


Stanley Schuster of Fritzsche Brothers’ Chicago office shows his be- 
lief that “faint heart ne’er won fair lady.’ Attractive Miss Rita 
Cuddy, Perfume Laboratory assistant, evinces mild interest as N.Y. 
staff members look on. Shown left to right are Lidcay Herrera, 
Ernest Lawson, Ben F. Zimmer, Jr., Gus Schwindeman, John Blu- 


president and genial Gustave Wohlfort, comptroller of the firm. 


Visual Presentations Used 
at Fritzsche Sales Meeting 

The annual December meeting 
of executives and sales personnel 
of Fritzsche Brothers, Inc., held in 
New York featured several innova- 
tions designed to produce added 
impact through visual presenta- 
tion. Motion pictures, slides and 
mounted displays were used to aid 
visiting representatives and to pro- 
vide material for discussion. Presi- 
dent F. H. Leonhardt welcomed the 
group on the opening day and the 
was followed by talks on. sales, 
management and administration 
by John H. Montgomery, vice-pres- 
ident; John L. Cassullo, treasurer; 
D. A. Neary, assistant secretary and 
Fred Leonhardt, Jr., vice-president. 

The rest of the meeting was de- 
voted to discussions in the Perfume 
Division and the Flavor Division 
and was concluded by color motion 
pictures showing the part of ad- 
vertising in the sales scheme, fol- 
lowed by an interesting and timely 
summary of the market situation by 
Vice-President H. P. Wesemann. 

The final event of the week 
brought all employees together in 
the Grand Ballroom of the Hotel 
New Yorker for the = annual 
Fritzsche Family Dinner-Dance. 


Oscar Ewing to Speak at 
DCAT January Luncheon 


Hon. Oscar R. Ewing, Federal 
Security Administrator, will ad- 
dress the January 26 meeting of 
the Drug, Chemical and Allied 
Trades Section of the New York 
Board of Trade at the Hotel Astor. 
According to Charles M. Macauley, 
chairman of the luncheon commit- 
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menthal and John 


tee, Mr. Ewing will speak on the 
Federal Security Administrator as 
claimant agency for health supplies 
and on the National Production 
Authority. 


Set-up Paper Box Competition 
Announced by Box Association 

lo improve the quality and sales 
appeal of set up paper boxes by 
members of the National Paper Box 
Manufacturers Assn., it is offering 
suitable prizes to members of the as- 
sociation for outstanding boxes. An- 
other purpose of the competition is 
ot stimulate the imagination of the 
industry as to the quality, diversifi- 
cation and possibilities of set up 
boxes. The competition will be held 
in connection with the annual con- 
vention in Atlantic City, N.J., June 
3-6. 


Cassullo, treasurer of Fritzsche Brothers. 


Hazel Bishop Lipstick Budget 
for 1951 is $1,500,000 

Hazel Bishop Inc., New York, 
N.Y. will invest $1,500,000 in 1951 
for advertising its lipsticks. Murray 
Spitzer, formerly advertising direc- 
tor for Revlon Products has joined 
Raymond Spector Advertising, 
the advertising agency for Hazel 
Bishop Inc. as account executive 
on the Bishop lipsticks. 


Givaudan-Delawanna Sets Up 
Aerosol Research Laboratory 

Givaudan-Delawanna Inc. has 
set up a special laboratory to be de- 
voted exclusively to the formula- 
tion and testing of aerosol prod- 
ucts. A special bulletin describing 
the new laboratory, its equipment 
and its function will be sent to any- 
one interested on request. 





Fritzsche Brothers’ president, F. H. Leonhardt and his secretary, Miss Mary Neary, ex- 
change quips at the firm’s recent sales confab at the Hotel New Yorker. Others listening 
in are (l. to r.) M. J. Niles, manager of the Chicago office; James McNamara and Charles 
Schneider, New York; Stanley Crouch, Los Angeles and James Shumaker of Cleveland. 
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Sales of Chlorophyll Deodorants 
Zooming After Promotion 


Sales of chlorophyll breath and 
body deodorants are booming fol- 
lowing intensive sales promotion by 
the larger companies making them. 
Stoppers, Inc., in a three weeks’ 
period, for instance, sold 75,000 
packages through 1000 druggists in 
an area of 1,303,000 population. 
Ennds, Nullo and B-Shur other 
large sellers report rising sales 
wherever they are offered. 


Avon Products and Avon Allied 
Products Merged 


Avon Allied Products, Inc. and:its 
wholly owned subsidiary Avon 
Products, Inc., were merged Decem- 
ber 31, 1950 and the continuing 
corporation has assumed the name 
Avon Products, Inc. There will be 
no changes in personnel or in oper- 
ating methods as a result of the 
merger. 


Entries for Welch Packaging 
Award Must be in by Jan. 31 


Entries for the Charles S$. Welch 
packaging award offered by the 
Toilet Goods Assn., must be in the 
hands of the association by January 
31. Two awards are offered this 
year: one for the most outstanding 
package retailing for $1 or less and 
one for the package retailing at 
more than $l. Benson Storfer is 
chairman of the award committee. 


Employees Honored at 
Givaudan-Delawanna Party 


More than 400 employees of 
Givaudan-Delawanna, Inc., New 
York, met at the Swiss Chalet, 
Rochelle Park, N.J. for the compa- 
ny’s annual Christmas dinner 
party. Ernest R. Durrer, executive 
vice-president and Dr. Max Luthy, 
vice president made brief addresses 
after which five employees who 
had completed 25 years of service 
were presented with gold watches. 
Among them were Miss Clare Gin- 
cel, credit manager and George 
Warren, assistant sales manager. 


Whittaker, Clark & Daniels 
Honors Trucker 

Patrick J. Flynn of P. J. Flynn, 
Inc., South Kearney, N.J. was 
given a testimonial dinner recently 
in recognition of his 60 years of 
service to Whittaker, Clark & Dan- 
iels, Inc. Mr. Flynn oe work as 
a truckman for W. Whittaker 
in 1890 and now, aaah 87 years 
old, is still active in handling trans- 
portation for the company. The 
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highlight of the banquet was the 
presentation to Mr. Flynn of a gold 
watch and chain by John A. Frank- 
lyn, treasurer of Whittaker, Clark & 
Daniels. 


Government Price Freeze 


Tied to Profits 


The press release covering the 
“fair price standards” set up by the 
Economic Stabilization Agency is 
intended to bar price increases 
which would raise profits above the 
average levels of 1946-49. While 
E.S.A. officials call the freeze “‘vol- 
untary,” it is in fact compulsory as 
the agency has announced that un- 
warranted price boosts will be 
acted against at the earliest possi- 
ble date. 

The “fair 
the E.S.A. 
follows: 

1—No manufacturer may raise 
his prices if his net dollar profits 
before taxes are equal to or greater 
than his average net dollar profits 
before taxes in the 1946-49 period 
except as provided in the following 
standard. 

2—The price of a product which 
is not being sold at a profit may be 
raised by the amount required to 
make it profitable or the amount 
of increase since June 24, 1950 in 
the cost of direct wages and mate- 
rials going into the product, which- 
ever of the two increases is the 
lower. The amount required to 
make the product profitable is not 
defined in the announcement. 

The E.S.A. said that in apply- 
ing these standards manufacturers 
should maintain the same propor- 
tion of production of low priced 
items as they did in the pre-Ko- 
rean period. The officials also said 
that if a manufacturer boosts his 
sales volume or reduces his costs, 
the agency will not try to cut his 
profits from these sources. 


standards” given in 
announcement are as 


New Process for Making 
Aleohol from Grain 


A new mold process for making 
alcohol which is said to be cheaper 
than the traditional malt method 
has been announced by the Depart- 
ment of Agriculture of the U. S. It 
is known as the fungal-amylase 
process. The use of fungal amylase, 
it is stated, requires only minor ad- 
ditions to distillery equipment and 
procedures. Yields of alcohol are 
equal to those obtained where malt 
is used either from sound or heat 
damaged corn. The new process is 
explained in detail in bulletin 1024 
of the Dept. of Agriculture, Wash- 
ington 25, D.C. 


What Wholesale Drug Salesmen 
Earn Yearly Shown by NWDA 


“The average wholesale drug 
salesman earns $5,200 a year, al- 
though 8 per cent of the compa- 
nies studied had staffs averaging 
$7,000.” 

This is one of the rae of a 
study turned out by the National 
W holesale Druggists Assn., called 

‘Salesmen’s Compensation in the 
Drug Trade.” Written by two 
members of the Harvard Graduate 
School of Business Administra- 
tion’s faculty, Harry R. Tosdal and 
Waller Carson Jr., it is a terse and 
readable summary of how drug 
salesmen (wholesale and manufac- 
turers alike) are paid. 

The authors tound that almost 
every type of compensation plan is 
in force in the drug field, but that 
60 per cent of the wholesale com- 
panies use commission plans, while 
manufacturers lean toward salary 
and incentive plans. 

Earnings for wholesale salesmen 
are generally higher than those of 
manufacturers’ salesmen, and the 
turnover on wholesale staffs is con- 
siderably less. Wholesale salesmen’s 
income ranges from $1000 to $18,- 
000, with a $5200 average. Drug 
salesmen earn more than the aver- 
age of other salesmen selling con- 
sumer products. The major share 
of wholesale drug salesmen’s earn- 
ings came from commissions 
rather than fixed income, salaries 
or drawing accounts. 

Trainees in wholesale companies 
earned an average of $2700 and in- 
come ranged from $1700 to $4600. 

Turnover corresponded to in- 
come; wholesale firms had _ less 
turnover than manufacturers (7 
per cent vs. 12 per cent), and two- 
thirds of the sales forces studied 
were included in pension plans. 

“Skill and care in solving the 
detailed and frequent operating 
problems concerning  salesmen’s 
compensation were found to be as 
important as the nature of the plan 
itself,” the authors conclude, and 
they point out that one of five sales 
managers in the drug companies 
studied is actively dissatisfied with 
his company’s compensation plan 
and is trying to improve it. 


Colgate-Palmolive-Peet Co. 
Offers New Type of Premium 

Color pictures of Pope Pius XII 
with each three cake package of 
Palmolive soap offered by Colgate- 
Palmolive-Peet Co. in Mexico has 
struck a friendly reception. The 
new type of premium is producing 
good results. 
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1951 Program Given at 


Northam Warren Sales Meeting 

The sales program for 1951 of 
the Northam Warren Corp. was 
presented to salesmen and execu- 
tives of the firm from the U. S. and 
Canada at a recent meeting in the 
company’s main plant at Stamford, 
Conn. 

The five day meeting was begun 
with a greeting by Northam War- 
ren, president, who introduced the 
other speakers. Northam Warren, 
Jr., vice-president and _ general 
manager and Alfred C. Wakefield, 
general sales manager presented 
the 1951 program. Guest speakers 
were E. D. McDaniel, executive 
secretary of the Associated Chain 
Drug Stores and Reid Roller of 
This Week magazine. 


Florasynth Man Wins Bristol- 
Myers Golf Trophy 


In the final match of the 1950 
Bristol-Myers Eastern Division Golf 
Tournament H. E. (Bert) Moor- 
head of Florasynth Laboratories 
(Canada) Ltd. won out over Frank 
Badger of Palmer, L td. The compe- 
tition was close throughout and by 
winning this match Mr. Moorhead 
became the new champion of the 
well-known annual tournament. 


Atlas Issues New Emulsifier 
and Detergent Price List 


Atlas Powder Co., Wilmington, 
Del., has issued a new price list on 
its Span and Tween products, 
showing price increases due to 
higher prices of fatty acids. No 
change in price has been an- 
nounced for Atlas’ sorbitol and 
mannitol products. 


New Taxes Being Considered 


by Government Economists 


A general sales tax is being stud- 
ied by some of the Truman tax 
chiefs. They are not ready to speak 
out for it yet because the 1948 
Democratic Party platform was em- 
phatically opposed to such a meas- 
ure. The trend will probably be to- 
ward a broad excise tax that would 
cover most “non-essential” items. 
The planners probably wouldn't 
call their program a “national sales 
tax” even if it materializes. The ex- 
cise taxes are likely to become so 
broad as to make it easier to list 
items which are tax-exempt than 
those subject to taxes. 

Heavier excise taxes on goods al- 
ready taxed will be asked regard- 
less of how the excise list is in- 
creased. Right now the tax men are 
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aiming at autos, television sets and 
the like, with the thought of reduc- 
ing demand for them through 
higher prices. 

One bright spot in all this plan- 
ning is that the tax men are shying 
away from increasing excise taxes, 
such as a 3% levy on freight and 
communications taxes which go di- 
rectly into the cost of doing 
business. 


Penick Appoints Essential 
Oil Department Manager 

S. B. Penick & Co., New York, 
has announced the appointment of 


E. G. Allison as manager of its Es- 
sential Oils Division. Mr. Allison 





E. G. Allison 


has been with the company for 
more than 20 years as a special 
sales representative and as cne ol 
its sales directors. 


Home Deodorant in Aerosol 
Bomb to be Offered 


Tetco Co., a division of Industrial 
Management Corp., Los Angeles, 
Cal., will offer Odor-Blitz, a home 
deodorant in an aerosol bomb in 
the near future. The company re- 
cently tested a room spray of ephe- 
drine, menthol, peppermint, euca- 
lyptus and chlorobutanol called 
Cold-ReLeef packed in an aerosol 
bomb at $1.49 for a six ounce bomb. 
Tests showed that the previous 12 
ounce bomb at $2.50 was too high 
in price. 


Philadelphia College Installs 


Microfilm Service 

Complete microfilm service has 
recently been installed by the li- 
brary of the Philadelphia College 
of Pharmacy and Science, Philadel- 
phia, Pa. Under the direction of 
Mrs. Elizabeth W. Johnson, librar- 
ian, the equipment will be used to 
make microfilm recordings of man- 
uscripts, book pages and other doc- 
uments and to project enlarge- 
ments of microfilms for easy 
reading. 





New Eye Lotion in 
Squeezable Bottle 


known as 
squeezable 
introduced by 
Hollywood, Cal. 
The company claims American 
Medical Assn. approval. National 
advertising has been started. 


A new eye lotion 
Twenty-Twenty in a 
bottle has been 
Beauty Sales of 


Drug Store Training Films 
for Distribution 


Far reaching plans for the distri- 
bution of the American drug store 
business training film have been de- 
veloped at the City College School 
of Business, New York. Prof. Sey- 
mour B. Jeffries, head of the Drugs 
and Cosmetic program at the col- 
lege, has completed four units in 
the series. 


Hudnut’s Chen Yu Division 
Making Gains 

The Chen Yu division of Richard 
Hudnut which introduced its new 
Cloudsilk liquid make-up and com- 
pressed powder and its new long 
lipstick with strong new spaper pro- 
motion in New York last month 
plans to begin national advertising 
soon for the three one-dollar items 
which are reported to be selling 
well. 


Dr. West’s Tooth Paste in 
Special Tube 


A special black and red tube 
which includes a picture of Hopa- 
long Cassidy so laid out that the 
face of Cassidy is the last thing to 
disappear as the tube is used up is 
a feature of the Hopalong Cassidy 
kit which Weco Products, Inc., is 
now distributing nationally. Dr. 
West's Hopalong Cassidy kit is fair 
traded at 98¢ and includes a mirror 
and tooth brush. 


Childrens’ Tooth Paste in 
Bubble Gum Flavors 


Tasty Tooth Paste Corp., Mt. 
Vernon, N. Y., which introduced 
its children’s tooth paste in bubble 
gum and strawberry flavors in the 
New York market last October, is 
now expanding its market for the 
39 cent item in the mid west, Los 
Angeles and Philadelphia. 


Waterless Hand Cleaner 
Being Tested in Bridgeport 


Tudor Chemical Specialties Co., 
New York, is testing its new formula 
Quickee waterless hand cleaner in 
Bridgeport, Conn. It is packed in 
jars. 
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Yardley Bottles are Not Made 
Automatically Customs Claims 


The suit of Yardley & Co. to 
force entry of English bottles at the 
lower rate provided for toiletries 
bottles produced on automatic ma- 
chines is being watched with inter- 
est by the industry. The suit in the 
U. S. Customs Court in New York 
is based on the disposition of the 
Griffon case in 1949. The govern- 
ment claimed in a hearing recently 
that the toiletries bottles of Yard- 
ley are not made automatically, 
thereby excluding them from the 
special privileges of machine made 
bottles. Two movies of automatic 
bottle making were shown, when 
the case came to trial, by the gov- 
ernment. One showed the automa- 
tic bottle making process as it is 
conceived in the United States and 
the other showed the operation of 
a Schiller type machine which is 
the method by which the imported 
Yardley bottles are made. The pur- 
pose was to demonstrate the differ- 
ences between automatic and the 
Schiller, semi-automatic, type of 
bottle making. No decision has 
been made by the court as yet. 


Syntomatic and Florasynth 
To Work Together 


Announcement of the affiliation 
of the Syntomatic Corp. and Flora- 
synth Laboratories was made in a 
recent joint statement by Dr. Victor 
Fourman of Syntomatic and Wil- 





William Lakritz 


liam Lakritz of Florasynth. The de- 
cision was made after increased de- 
mands for the products of both 
companies forced them to seek ad- 
ditional facilities. 

The affiliation will not affect the 
established personnel setup of either 
firm and both companies will main- 
tain their present facilities. Dr. 
Fourman will direct research in per- 
fume compounds for both firms and 
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all production and flavor research 
will be under the supervision - of 
David E. Lakritz, chief chemist for 
Florasynth. Irving Bennett will con- 
tinue as vice president and director 





Dr. Victor G. Fourman 


in charge of sales for the Syntomatic 
Corp. 


Dr. D. B. Keyes Resigns 
From Heyden Chemical Corp. 


The resignation of Dr. D. B. 
Keyes as vice-president of the Hey- 
den Chemical Corp. was announced 
recently. Dr. Keyes will continue his 
association with the firm as a special 
consultant, and will continue to be 
a director of the company. 


Associated Brands Buys 
Maurella Products 


H. Bruce Hagler, president of 
Associated Brands, Inc.; Brooklyn, 
N.Y., has announced that his firm 
has purchased Maurella Products. 
Featured brand names in the Mau- 
rella line are Essence Imperial 
Russe, Mastine Eye Lifts and the 
Kidmetics line of children’s cos- 
metics. The new division will be 
under the management of Maurice 
Handman. 


Verley Has Christmas 
Party at Toots Shor’s 


Albert Verley & Co. held a Christ- 
mas cocktail party for members of 
the cosmetic industry at Toots 
Shor’s restaurant in New York 
shortly before Christmas. 


Shamp-O-Pads and Color Comb 
Launched by Lamour 


Shamp-O-Pads—pads saturated 
with a detergent and lanolin, that 
fit over a comb—and a color comb, 
are being introduced in New York 
by Lamour Hair Products Co. of 
New York. 





American Society of Perfumers 
Elects New Officers 


Officers elected by the American 
Society of Perfumers at its January 
17 meeting are: President, Fred W. 
Fielding, Synfleur Scientific Labora- 
tories; Vice-President, Albert Dil- 
linger, van Ameringen-Haebler; 
Secretary, William H.. Barlow; and 
Treasurer, R. B. Houk, Dodge & 
Olcott, Inc. Frank Spitaleri, Polaks 
Frutal Works, was elected to the 
board of directors for a three year 
term. A list of outstanding speakers 
from the perfume and cosmetic in- 
dustry who will address the monthly 
meetings is being made up. 


20th National Packaging 
Exposition to be Held April 17-20 


The American Management 
Assn. has announced that it will 
sponsor its 20th National Packag- 
ing Exposition April 17-20 in At- 
lantic City, N.J. Machines, equip- 
ment and services used in packag- 
ing, packing and shipping will be 
on display and it is expected that 
the show will have more exhibi- 
tors than ever before. 


Ammoniated Mouthwash Tablets 
with Chlorophyll Offered 


A new effervescent, ammoniated 
mouthwash tablet containing chlo- 
rophyll known as Swish is to be in- 
troduced into New York and then 
nationally in the near future, by 
the Baray Pharmacal Corp., Brook- 
lyn, N.Y. The company has regis- 
tered the term “BB” (bad breath) 
to use with Swish. 


Richford Corp. Holds 
Christmas Party 


The Richford Corp. held its an- 
nual Christmas party at The 
Southern, New York, N.Y. shortly 
before Christmas. The party was 
hosted by president P. E. Roehrich. 


Faberge Opens 


New Town House 


Samuel Rubin, president of Fa- 
berge Perfumes, Inc., recently an- 
nounced the opening of the com- 
pany’s new Town House at 5 West 
54th St., New York. 


Bush Aromatics Div. Now 
in Jersey City, N. J. 


Bush Aromatics, a division oi 
Dow Chemical Co. has moved its 
sales office to 692 Grove St., Jersey 
City, N.J. The telephone is Worth 
2-6557. 
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Perfumery, Soap & Extract 
Assn. Elects Officers 

The Chicago Perfumery, Soap & 
Extract Assn. has elected the follow- 
ing new officers: President, Benja- 
min Bridge, Jr., Bridge Chemical 
Co.; Vice President, Charles E. 
Arch, Shefheld Tube Corp.; Secre- 
tary, Ellis Johnson, Hazel-Atlas 
Glass Co.; and Treasurer, Z. D. Sap- 
penfield, Allen B. Wrisley Co. 





Benjamin Bridge, Jr. 


The new officers were installed 
January 9 at the monthly luncheon 
at which time the association was 
addressed by the newly elected 
sheriff of Cook county, John E. 
Babb. L. F. Haznaw, Florasynth 
Laboratories, Chicago division, was 
appointed — public relations and 
publicity director fon the associa- 
tion. 


Fragrance Foundation to Exhibit 
at International Flower Show 


The Fragrance Foundation will 
have an exhibit at the International 
Flower Show in Grand Central Pal- 
ace, New York, N. Y., March 5-10. 
The exhibit will be wholly educa- 
tional in nature. Perfume’s fasci- 
nating history will be told through 
the ages to the present. The origin 
and use of perfume and its allied 
products will form part of the dis- 
play. 


Senna Made Subject of 
Government Pamphlet 


Senna is the subject of a pamph- 
let written by W. L. Amos of the 
Chemical Division in the office of 
Industry and Commerce of the De- 
partment of Commerce. It comes 
out in the Business Information 
Service series. Mr. Amos, who also 
recently brought out a study on 
benzoin, in the World Trade and 
Commodities series, gives an inter- 
esting botanical description of the 
plant. He discusses its uses, where 
it comes from in Africa, Arabia 
and India, gives an outline of 
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grades, standards and _ specifica- 
tions, how it is packed, shipped 
and stored and supplies consider- 
able information about the details 
of its marketing, including refer- 
ences, dealers and trade associa- 
tions. Those who want a copy can 
secure it by writing to Business In- 
formation Service, Drugs, Pharma- 
ceuticals, Soap and Toiletries, De- 
partment of Commerce, Washing- 
ton 25, D.C. Copies of the study 
on benzoin may be obtained from 
the same source. 


Evyan Got No Returns on Unsold 
Christmas Merchandise 

Parfums Evyan reports for the 
second consecutive year it has had 
no returns for unsold Christmas 
merchandise, and a negligible num- 
ber for merchandise damaged in 
transit. Two reasons are given for 
this: supervision given to the manu- 
facture and packaging of the per- 
fumes and the company’s limited 
distribution policy. 


Cosmetic Manufacturer Does 
Own Radio Broadcasting 

Miss Eva Hopkins, who operates 
the cosmetic manufacturing House 
of Hopkins in Shenandoah, Lowa, is 
one of the fortunate manufacturers 
in the industry with talent in broad- 
casting. As a result, Miss Hopkins 
does practically all of the promotion 
for her Marvel creme powder and 
rouge and other preparations by 
broadcasting through radio station 
KMA. Results have been most satis- 
factory. 


Cosmetic Law-Bar Meeting 
January 25 

A basic re-examination of food 
standards in the federal food, drug 
and cosmetic act will feature the 
afternoon session of the annual 
meeting of the food, drug and cos- 
metic law section of the New York 
State Bar Assn., in the Bar Assn. 
House, New York, January 25. It 
will be in the nature of a round 
table discussion. Drug aspects of the 
law will be considered at the morn- 
ing session. 


Societies Establish 
Clinical Chemists Board 


The American Board of Clinical 
Chemistry has been established by 
representatives of the Amer. Chem- 
ical Society, Amer. Institute of 
Chemists, and the Amer. Society of 
Biological Chemists. The purpose 
of the new group is to establish 
standards and advance the science 
of clinical chemistry. 


Tennessee Eastman Becomes 
Division of Eastman Kodak 


‘Tennessee Eastman Corp., 
wholly owned subsidiary of East- 
man Kodak Co. has been dissolved 
as a separate corporation and has 
been made a division of the parent 
firm. Its name has been changed to 
Tennessee Eastman Co. division of 
Eastman Kodak Co. although its 
address remains at Kingsport, Tenn. 
and policies and personnel remain 
the same. 
same. 





Among Our Friends 


GEORGE LA VIE SCHULTZ, 
son of the late William L. Schultz 
who founded Shulton, Inc. has 
been elected president of the com- 
pany. He is 33 years old. In 1940 
he was graduated from Princeton 
University with the degree of B.S. 
in chemical engineering and sub- 
sequently took up post-graduate 
work in organic chemistry. He 
joined the Shulton organization in 
1940 and was made vice-president 
two years later. 


MAURICE COLA, of Roure-. 
Bertrand Fils and Justin Dupont, 
Paris, France, left early this month 
for a flying trip throughout Latin 
America and Central America fol- 
lowing a stay of one month in this 
country where he spent most of his 
time in conference with officials of 
Roure-Dupont, Inc. New York, 
N.Y. He expects to be back in this 
country early in July. 


ALEXANDER SELEWACH is 
now with the purchasing depart- 
ment of Revlon Products Corp., 
New York, N.Y. 


MICHAEL MEISNER has been 
appointed toilet goods buyer for 
Saks-Fifth Ave., New York, N.Y. 


DR. ARTHUR BEHR resigned 
January | from the Bush Aromatics 
Division of the Dow Chemical Co. 
in order to devote more time to per- 
sonal business affairs. Dr. Behr was 
director of aromatics research for 
Dow in Midland, Mich. for the past 
ten years and more recently served 
as manager of the Bush Aromatics 
Division. He has been succeeded as 
manager of the Bush Aromatics 
Division by Burton T. Bush, who 
has had extensive experience in the 
aromatics industry and who has 
been associated with the Bush Divi- 
sion since its inception. 
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HAVE YOU 
TRIED THESE? 


ALROSOLS 


(Nonionic fatty amides) for formulating soap and syn- 
thetic shampoos, bath oils, better levelling hair dyes, 
solubilized perfumes, liquid makeup, antiperspirant 
creams, shaving creams. 


ALROMINE RA: 


softener and antistatic agent for use in hair rinse and 
conditioners, cold wave solution. 


SEQUESTRENE 


(Ethylenediamine tetraacetic acid) . . clarifier, foam 
builder and water softener in soap shampoo, antioxi- 
dant, stabilizer for sulfites, hair rinse, dentifrice compo- 
nent, cuticle remover. 


ALRO AMINES 


(Tertiary amines) for antiperspirant and deodorant for- 
mulations, solubilized sunscreens, cationic shampoos. 


ALROPON CONC 


(Alcohol sulfate) skin and hair detergent par excellence. 


NONISOLS 


(Polyoxy esters) for ointment bases, hair dressings, lo- 


tions, protective creams, makeup, solubilized dyes and 
oils, 


Write for samples and information today. 


NEW CATALOGUE 
NOW AVAILABLE 


ALROSE 
CHEMICAL COMPANY 


Providence 1, Rhode Island 








New York * Chicago * Los Angeles °* Portland, Ore. 
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CONSTANCE LUFT HUHN, 
president of the George W. Luft 
Co. Inc. has accepted the chair- 
manship of the Cosmetic Division 
of the Legal Aid Society’s annual 
fund raising campaign. 


WILLIAM P. JEFFERY JR. has 
been elected a director and vice 
president of Prince Matchabelli 
Inc. 


KIRBY LOW has been recalled 
to active duty as a captain in the 
Army. He was coordinator between 
sales, merchandising and factories 
for Tussy Cosmetiques, New York. 


EDUARD COURNAND, presi- 
dent of Lanvin Parfum, Inc., New 
York, N.Y., was married to Miss 
Rita Sullivan, vice president of the 
company, in Paris shortly after 
Christmas. 


JAMES V. DEMAREST has 
severed his connection with P. R. 
Dreyer, Inc., New York, N.Y. in 
order to devote his time and at- 
tention to personal affairs. 


R. W. BATES, Armour & Co., 
is now chairman of the referee ex- 
amining board of the American 
Oil Chemists Society. He succeeds 


Dr. A. S Richardson, Procter & 
Gamble Co. who has been chair- 
man of the board since 1932. 


H. B. MOORE, second vice 
president of Ungerer & Co. was 
presented with a suitably engraved 
gold wrist watch by Fred H. Un- 
gerer, chairman of the board, com- 
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H. B. Moore 


memorating Mr. Moore’s 25 years 
of service with the company. The 
presentation was made during a 
luncheon given to Mr. Moore by 
officers of the company January 3. 


RALPH K. GOTTSHALL has 
been appointed assistant to the 
president of Atlas Powder Co., Wil- 
mington, Del., by Isaac Fogg, presi- 
dent of the company. 





WILLIAM H. GREEN, former 
president of the Addison Litho- 
graphing Co., Rochester, N.Y., has 
become associated with the Con- 
solidated Lithographing Corp. in a 
sales and consultant capacity. 


GEORGES ACUNA, for many 
years associated with Van Dyk & 
Co., has sailed for Costa Rica, C. 
A., where he is to undertake some 
new work. 


CHARLES V. SPARHAWK, who 
has done much research with 
skunks, muskrats and marine ani- 
mals in a search for materials useful 
to the aromatic industry was fea- 
tured in a television broadcast over 
the Columbia network January 21. 


ROBERT CROTTY of Shoup- 
Owens, Inc. was married to Mrs. 
Jere Henshaw December 7, 1950. 


RICHARD K. FOSTER, son of 
W. E. FOSTER of Shoup-Owens 
Inc. has signed up with the 
R.O.T.C. He is a student in the 
Wharton School of Finance, Uni- 
versity of Pennsylvania. 


WALTER C. JENKINS of 
White Cross Laboratories is arrang- 
ing Bow Tie Week for June 17-23. 





quality vere 


METAL CONTAINERS and CLOSURES 


by 


BRIDGEPORT 


* Perfume Vial Cases and Caps 


V anities Powder Boxes 

Jar Caps 

Bottle Caps Lip Brushes 

Dry and Paste Rouge Cases Drawn Talc Containers 


Lipstick Containers—Swivel, Slide, Automatic 


and 


Other Special Metal Products for the Cosmetic Industry 


THE Brivceport Meta. Goons Mee. Co. 


BRIDGEPORT 
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distinctly different and modern 


* 
BULGAROSE 


The charm and warm fragrance of the natural 
Bulgar Otto of Rose are captured in this ex- 
ceptionally fine compound. This superlative 
base will add richness and character to your 
fine creations. It blends smoothly and has ex- 
cellent fixative powers. Available in 3 different 
qualities—Bulgarose No. 1, for blends of ex- 
ceptional quality, $45.00 per lb.; for general 
use in fine perfumes and cosmetics, Bulgarose 
No. 2 at $25.00 per lb., and Bulgarose No. 3 
at $9.50 per lb. fobny. 


perfume specialties w 









creators of the finest perfume bases for 


every purpose, in every price range 


meat h lh 


_ "1 


1, N. Y¥- 
601 WEST 26th STREET, NEW yorK 1, 
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for fine 


astringents 


of uniform 
excellence, 
remember 


that name... 


REHEIS 


FINE 
CHEMICALS 


REHEIS COMPANY INC 
BERKELEY HEIGHTS, NEW JERSEY 
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FRANK J. MICEK was recently 
appointed technical sales represen- 
tative for the Chicago area by Polak 
& Schwarz, New York. 


JOSEPH SWERSEY has been ap- 
pointed sales and merchandising 
manager in charge of the variety 
chain division for Bymart, Inc., 
makers of Tintair home hair color- 
ing. 

IRA BENNETT has been trans- 
ferred to the Chicago office of Un- 
gerer & Co. to cover accounts in the 
midwest area. He replaces J. R. 
MARTIN who formerly repre- 
sented the company in that area. 


LUIS DE HOYOS, mayor of 
Monticello, N.Y., represented the 
mayors of the State of New York at 
the presentation of the official dip- 
lomatic papers by their colleague, 
former Mayor William O’Dwyer, 
now Ambassador to Mexico. After 
the ceremony Mr. and Mrs. de 
Hoyos had a pleasant visit with Am- 
bassador and Mrs. O’Dwyer at the 
American Embassy in Mexico. 


EDYTH THORNTON Me. 
LEOD, author of “Beauty After 
Forty” and various other widely 
distributed books and articles is 
writing a five day a week newspaper 
column under the title of “Beauty 
After Forty” for the McNaught 


Syndicate. Her timely, well written 
articles are being distributed by the 
syndicate to newspapers from coast 
to coast. 

ALVIN E. SMITH, salesmanager 
for Roure-Dupont, Inc. in Canada, 
celebrated his twenty-fifth anniver- 
sary with the company January 6. 





Alvin E. Smith 


Mr. Smith is well known in this 
country where he was connected 
with the New York office of the com- 
pany for many years. 


DONALD D. PASCAL has been 
named vice-president in charge of 


sales for National Starch Products, 


Inc., according to an announce- 


ment by Frank Greenwall, presi- 


dent. 





PETER LEUBE, formerly of 
Chen Yu, has been appointed gen- 
eral sales manager of Countess Ma- 
ritza Cosmetic Co. 


JOSEPH W. VAUGHAN has 
been appointed vice-president and 
general manager of Jacqueline 
Cochran Inc. and Parfums Char- 
bert Inc. 


Obituary 
Charles H. Stuart 


Charles H. Stuart, 82, veteran 
executive in the cosmetic industry, 
died recently in Newark, N.Y. Mr. 
Stuart founded C. H. Stuart & Co., 
now called Commercial Enterprises, 
in 1900. He served as president of 
the company until 1922 and until 
his death was secretary of the firm. 


Dr. Harvey A. Seil 


Dr. Harvey A. Seil, president of 
Seil, Putt & Rusby, consulting 
chemists, until his retirement in 
1947, died January 5 in Paterson, 
N.J. at the age of 68 years. Dr. Seil 
was the first chemist appointed by 
the government for the administra- 
tion of the food and drug act of 
1906. Dr. Seil was also a former 
consulting editor for the AMERICAN 
PERFUMER. 
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Use 


NORTHWESTERT) 
ETHYL BUTYRATE 


when this ester is called for in your formulae. 


For many years more than half of the Ethyl 


Butyrate sold in this country has been man- 


THE LARGEST MAKERS OF BUTYRIC 


of our product. 


ETHER 


ufactured by us — proof of the fine quality 


IN THE WORLD 


The NORTHWESTERN CHEMICAL CO. 


INCORPORATED 





1882 


WEST CHICAGO, 


ILLINOIS 
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» for UNIFORM PURITY 
2 UNIFORM TEXTURE 
UNIFORM WHITENESS 


Get Double Dividends 


from Perfume Sales 
with Miniature Bottles 


hsag 


A double sales appeal is made by beautiful miniature perfume 
containers. First they are highly desireable for Milady's dresser 
or purse. Second, they make excellent bridge prizes and other 
party gifts. 













Experimental data and prac- 
tical manufacturing experience of nearly 





The compelling eye appeal and sales appeal of lovely miniature 
perfume bottles of crystal brilliant, delicately wrought, hand blown 
100 years’ specialization in beeswax and beeswax pen we Renee pow same. 
compounds are at your service without cost or 
obligation. Write about your beeswax problems to | 
WILL & BAUMER CANDLE CO., INC., Syracuse, 
N. Y. Est. 1855 


Spermaceti—Ceresine—Red Oil—Yellow Beeswax —Composition | 
Waxes — Stearic Acid — Hydistear j 


Stoppers are made of a special composition. They do not crack or 
break the necks of bottles as metal ones often do. 


Write for samples and full information 


Special Glass Products Co. 
10 W. 33rd St., New York 1,N. Y. 





WHITE OIL 


This oil has been the standard for many of America’s very 
oldest cream manufacturers since their origin. It is water- 


white and crystal-pure . . . odorless and tasteless . . . of 





U.S. P. Acid Test and free of fluorescence . . . especially 

PLYMOUTH PETROLATUMS U.S. P. 
All Petrolatums are refined and straight filtered from 
Pennsylvania Crude. None are acid treated and all are 


refined for the cosmetic industry and as pure as a mineral 


oil can be made. Because of its extra lightness you should ing Gher-tnd af U.S? orale. 
ae ‘ Both soft, low melting point consistencies and pharma- 
specify it for the soft, light, fluffy creams demanded today. tical siitie « tie elas ih eatin nas te 
2 : ; z : the drug and cosmetic industry. All grades are offered 
Other mineral oils of heavier body if desired. from Snow White to Amber. 


A Complete LINE OF COSMETIC RAW MATERIALS 


M. W. PARSONS 


Tere! 
and PLYMOUTH ORGANIC LABORATORIES, Inc. 
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Market Report 





Glycerine Production to Expand 


SSENTIAL oils and aromatic 

chemicals were featured by ad- 
vances in California coldpressed 
orange oil, lavender, bergamot, cit- 
ronella, meta-cresol, tartrates, bro- 
mides, and salicylates. Ethyl alcohol 
was boosted sharply to the highest 
level in over a year. The advance 
in coldpressed orange oil was an- 
nounced by the California Fruit 
Exchange and established the mar- 
ket at $2.25 per pound. At the start 
of this year the oil was selling at 
$1 a pound. The series of advances 
that took place over the year were 
attributed to higher costs and pros- 
pects of a much heavier demand 
over the coming year as the result 
of conditions in Florida. For the 
past two years the low prices at 
which Florida oil had been selling 
proved a dominating influence 
upon the world market. For a long 
time the supply of oil ran in excess 
of demand. With considerably less 
Florida oil now in sight California 
oil promises to become more popu- 
lar. 


Bergamot Advances 


The increasing strength in berga- 
mot oil, lavandin and other closely 
related items finally caught up with 
lavender and the latter article 
scored several advances over the 
past month. Supplies of bergamot 
oil are exceedingly tight with little 
hope for any relief for at least an- 
other month at which time new 
crop oil should begin to appear in 
Italy. 

While California coldpressed 
orange oil hit a new high level for 
the year, a number of other domes- 
tic oils shared in the upward price 
trend. Oil wormseed moved up- 
ward on reports of a short crop 
and oils hemlock and spruce scored 
gains. The supply outlook in both 
spruce and hemlock is regarded as 
strong. The absence of any real in- 
terest in either oil during the pro- 
ducing season caused producers to 
concentrate their efforts on other 
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articles with the result that more 
recent inquiries in the market 
brought out the fact that very little 
material was to be had in the 
country. Once rivers are frozen and 
real winter sets in, little produc- 
tion can be expected. 


Dalmatian Sage Higher 


The supply of Spanish sage oil 
appeared ample but quite the op- 
posite was true of the Dalmatian 
variety. Prices on the latter were 
boosted to a record high level. 
Prices are about three times as 
high as those in force about a year 
ago. 

Methyl salicylate shared in the 
rise in salicylates, with makers at- 
tributing the hardening trend in 
the market to higher raw material 
costs. 

‘Toward the close of the period 
under review a feeling of uncer- 
tainty developed in trade circles in 
the face of an expected price freeze 
on all commodities, to be followed 
later by individual ceilings where 


necessary. 


The advances in many of the 
basic chemicals created real con- 
cern among manufacturers, particu- 
larly in the aromatic chemical 
trade. Acetic acid rose 50 cents per 
100 pounds for the second time this 
year, and the upward trend in 
glycerin was extended. Petroleum 
and coaltar xylol and toluol were 
boosted and advances were also 
noted in such crude materials as 
naphthalene, cresylic acid and cre- 
sol. 


New Glycerine Factories 

A ray of hope appeared in the 
glycerin market when the Shell 
Chemical Company announced 
that it will increase its production 
of synthetic material by approxi- 
mately 50 per cent. The increased 
capacity will be realized by the ad- 
dition of two units at Houston, 
Texas. The first unit should be 
completed by July and the second 


unit several months later. The 
Shell announcement confirms ear- 
lier reports in this column to the 
effect that synthetic glycerin pro- 
duction would be increased. Pro- 
duction of synthetic glycerin has 
been running at the rate of about 
35,000,000 pounds a year. The ad- 
ditional facilities should bring the 
output to 50,000,000 pounds. Dur- 
ing World War II, prior to the 
time production of synthetic glyc- 
erin started, real concern was 
expressed when glycerin stocks 
dropped below 50,000,000 pounds. 
In recent months stocks have been 
running at between 42,000,000 
pounds and 43,000,000 pounds. 

Glycerin is used in cosmetics, 
proprietaries and closely related 
items. An increasing amount of de- 
fense orders has accentuated the 
tight supply position and it has 
been necessary for major refiners 
to cut deliveries in order to stretch 
supplies. Shell’s synthetic glycerin 
plant went into production in 1948 
and has since provided an impor- 
tant share of the nation’s total pro- 
duction. 

The firm in its announcement 
concerning its expansion plan 
pointed out that the chief cause of 
the glycerin shortage has been the 
reduced production of by-product 
glycerin from soap manufacture 
due to a greater use of synthetic 
detergents. Moreover a general in- 
crease has taken place in both ci- 
vilian and defense requirements for 
glycerin, it was pointed out. 

The trend in menthol was up- 
ward toward the close of last month 
with the threat that imports from 
China would be prohibited. China 
has been our major source of sup- 
ply of menthol over the past year. 
During World War II when ship- 
ments were entirely cut off from 
the Far East, Brazil increased its 
mint acreage in order to boost 
menthol production and up to last 
year that country had been our ma- 
jor source of supply. 
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C onsoLipATED 
Established 1858 FRUIT JAR CO. 


NEW BRUNSWICK, NEW JERSEY 


SHEET METAL GOODS : SPOUTS : SPRINKLER TOPS : DOSE CAPS 








Absolute French Perfume Bases 
THOMASSET CERTIFIED COSMETIC COLORS All of the Most Popular Types 


° | Series 300 Oils 
ASP: CR Water Soluble Perfume Oils 
Exquisite Perfumes in Bulk 


Write for our price list of new low prices. 
For 30 years we have served a satisfied clientele. Our 


| WHITTAKER 
H =6E CLARK & 


DANIELS, Inc. i | EM. Laning Company 


Irvington 11, N.J. 


msulting Department is always at your service. 





433 Stuyvesant Avenue 


are naturally superior _ 


The AMERCHOLS are surfactants which are NATURALLY good for the 
skin and hair. They are odorless, color free forms of cholesterol and 
related rare sterols which we isolate in purified form from animal 
tissues. They are stable in the presence of acids, alkalies and most 
drugs. 


Try AMERCHOL L-101 in your hair preparations. It is a highly > F 
effective liquid-cholesterol penetrant. 


WE KNOW OF NO CASE OF ALLERGY DUE TO AN AMERCHOL 


Our research laboratories are available to you for advice and information. 
Our booklet will help you formulate the AMERCHOLS in O/W and 
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PRICES IN THE NEW YORK MARKET 


(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 





ESSENTIAL OILS Cinnamon oil, Bark ...... 35.00@ 50.00 Linaloe wood ............ 3.65@ 3.90 
DO wet ctasidiee devises 135@ 1.50 ROM OMNE: adeccceudaas 10.00@ 12.00 
All prices per lb. unless otherwise speci- Citronella, Ceylon ........ 1.75@ 1.90 Ber dkdsvcescendaiaes 3.75@ 4.35 
fied. DP stigudtdeddeciwivns 245@ 2.70 PD ec cutceveceescan 3.50@ 4.50 
DOCU ices ccctcoecaee 2.25@ 2.50 Neroli, Bigarde P. ........ 85.00@ 95.00 
Almond Bit, FPA per Ib. .  3.75@ 4.50 Cloves, Zanzibar ......... 2.00@ 2.15 Petale, extra NF ........ 155.00@ 180.00 
DE BED pki iwecuncees 654 .90 Madagascar ............ 2.25@ 2.60 SE oe ee 3.85@ 4.10 
Apricot Kernel .......... 50a 58 CN Wevcwadosaennadode 2.35@ 2.90 Ocotea Cymbarum ........ .10@ 85 
RE Luis dca vesnveccs 1.70@ 1.90 Comlamder ..cccccccccceccs SOO SOLO CE edaduccawcecdues 5.30@ 7.00 
Angelica Reet .....000000: 150.004 190.00 SP gceK vans sanencewas 5.00@ 6.20 Gi i cacncecscceocs 42.50@ 47.00 
cS 2) SD ae 1.30@ 1.50 GE Ucaataosenceeusdan 5.10@ 6.00 Orange, Florida .......... 135@ 1.50 
Aspic (spike) Span ....... 145@ 1.65 Dill POE esacedacesades 1.25 Nom’ 
I a a eg a 110@ 1.50 ME hiv tni ede Rene eKeRS $85@ 5.35 Ce Ov accdeteeweus 2.25 
DE cucvteweke den vaweunns 135@ 1.85 RN i ds ¢ddeacdveewauds 6.50@ 7.80 Orris Root, abs. (oz.) ..... 65.00@ 70.00 
re ee 6.75@ 8.00 CE cc cuvantinceneaade 5.75@ 6.00 ME bcc nnces cdaekes 36.00 Nom’! 
NEY Wntandadad nests 3.85@ 5.25 eddies pwkuededy 1.00@ 1.50 Patchouli ................ 24.00@ 26.00 
Birehtar, crude ........... 1.65 Nom’l PORN, DWOEE oc cccccccees 3.00@ 3.50 Pennyroyal, Amer. ....... 4.10 Nom’l 
Birchtar, rectified ........ 4.75@ 5.00 ne GUND ecuédddcancces 7.50@ 8.00 OO a ack cccdcccass 5.25@ 5.85 
errr 4.00@ 4,25 GE, wh dicacacnsiaees 100@ 1.80 Peppermint natural ...... 6.50@ 6.65 
OE Eee A0G 60 Geranium, Rose, Algerian . 23.00@ 30.00 Redistilled ............. 7.00@ 7.65 
SO eee 2.65@ 2.85 PNI « cAcccew suena 25.00@ 32.00 COE Na ccctaexesenawe 3.10@ 3.50 
Cajuput (technical) ...... 2.10@ 2.50 I cb ciedseustetcnens 7.80@ 10.00 Pimento, Berry .......... $.15@ 5.75 
era Sku ei ekdwis 20.00@ 25.00 GE x cccndccdsccccacens Sm Oe DMR reek eaccvacnwdes 1.65@ 2.30 
Camphor “White” ........ 50 Nom’! Guaiac (Wood) .......... 1.90@ 2.20 Pinus Sylvestris .......... 2.65@ 2.85 
Cananga, native .......... 5.25@ 5.40 EY a tededeudedenuas 2.30@ 2.55 PR a atchenneedesenes 3.00@ 3.25 
Pe 6.35@ 6.60 Juniper Berry ............ 3.25@ 5.00 Rose, Bulgaria (0z.) ...... 35.00@ 60.00 
SE decade eens icaees 4$.00@ 4.50 BANU Wid cccedoencess 9.80@ 12.50 Synthetic, Ib. ........... 22.00@ 28.00 
SE cid adeceneesenus 60.00@ 85.00 RMN cckcwevetenccaee 3.00@ 3.60 Rosemary, Spanish ....... 95@ 1.25 
CE ondkevicvensccows 10.00@ 48.00 Lavender, French ........ $.00@ 7.25 CN TENE Geuacccceces 150@ 2.00 
Cassia, rectified, U.S. P... 4.85@ 5.00 RON, GOI dcccccvvccss 4.25@ 4.50 Sage, Dalmatian .......... 13.00@ 15.25 
Cee UUs Pe 6 ckeeacs 3.25@ 3.50 NS eet ee ccCa eas 3.25@ 8.00 Sandalwood, N. F. ........ 11.75@ 12.85 
Ce WD kc cewkeeednss 50a 65 ee CCE EE TE CCE 285@ 3.10 Sassafras— 
RE ScKebénteiestieness 17.00@ 17.75 Limes, distilled .......... 6.00@ 7.25  ctendeceusecki 85@ 1.25 
Chamomile Hungarian .. . .250.00@280.00 ERPTOSOOR occ cccccccces 10.50@ 13.75 PE ce cwuacescesuass 2.00@ 2.15 


OIL ORRIS ROOT LIQUID ABSOLUTE 
ORRIS CONCRETE 
ORRIS OLEORESIN (Resinoid) 


Experience demonstrates that none of the substitutes for Orris 
is wholly satisfactory in giving the characteristic Orris note. 
lt is therefore fortunate that these well known Bush specialties 
are now readily available. 


W. J. BUSH @ CO.,, Inc. 


ESSENTIAL OILS ... AROMATIC CHEMICALS .. . NATURAL FLORAL PRODUCTS 


11 EAST 38TH STREET, NEW YORK 16, N. Y. 


LINDEN, N. J. NATIONAL CITY, Cat. 
LONDON MITCHAM WIDNES 
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To add quality and distinction 
to your particular products at 
| low costs, we invite you to try— 


| Rosanthol 


Reg. U. S. Pat. off. 





with the new “Unique” | 
Krim-ko COLLOID Agents! | re 


Krim-Ko’s newest developments in sea-plant 


Lavendone 


who are interested in improving and controlling A powertul lavender base 


derivatives should be checked by all chemists 


their products. Remarkably good results have 


been achieved in the application of these im- / e / 
proved colloid agents in the food, pharmaceutical, O] (aAn0 
cosmetic and industrial fields. They have proven 


an effective solution to a wide range of gelling, Imparts a rich flavor note to your product 








thickening, suspending and stabilizing problems. QUALITY SERVICE PRICE 
: NEW YORK AROMATICS CORP. 
Definite KRIM-KO Advantages ee ee 
Essential Oils — Aromatic Chemicals 
Dependable Uniformity Perfume Bases 
ee Krim-Ko's controlled processes plus Krim-Ko's unique | s ; ; 
°- cae z and dependable sources of raw materials make 5 Beekman St. New York 7, N. Y. 
- ‘ ® possible a complete assurance of continuous, reli- 
° e able uniformity. When you utilize Krim-Ko Colloids ee ee nn 
° = @® you know that year after year you will always get 
e an agent.of the same characteristics—thus aiding 
you in maintaining uniformity in your own products. H A N D M A D E 
Custom-made to Fit Your Needs 
The range and variety of Krim-Ko Colloids is so with inside thread and goldplated Metal Stoppers 
3 wide—and the manufacturing processes are con- from Y, dram and up, other Glass Specialties 


trolled so accurately—that Krim-Ko can assure you 
colloid agents that meet your own porticular re- | 
quirements exactly! Actually—Krim-Ko Colloids are 
custom-made to your specifications. 


~ x Dependable Source of Supply A 
Ans = Regardless of world conditions—and possible future | 
— / Cc restrictions on supplies and imports—KRIM-KO offers 
nae my you a U. S. source of supply upon which you can | 
x AK always rely. 


Tested, Approved and Used 


and Display items made to order. 





by Many Leading Companies | We also service you with beautiful GOLD finish and Frost on your bottles, 
Many of this country's leading manufacturers and | prompt and reliable. Inquiries invited. 

processors are successfully using KRIM-KO Colloids. 

Krim-Ko's Colloids have met the most severe com- | K F N B U R Y G L A S S W O R K S 

petitive tests—and won acceptance on the basis of 

proven advantages. 38 West 32nd St. New York 1, N. Te 





Laboratory Service Available — 
Without Cost or Obligation 


Krim-Ko maintains a complete well-staffed labora- 
tory devoted exclusively to the solution of problems | 
in this field. Here continuous research on colloid 
agents is carried on — assuring you access to the 
latest developments. If you have a problem involv- | 
ing emulsifying, thickening, suspending or stabilizing—send it on to 
us. Our laboratory will make their recommendations in confidence— 
without obligation or cost. Or if you prefer—we will send you working 
samples for your own laboratory. Write today. 





e-STYPTIC PENCILS 


coe 


SEAPLANT PRODUCTS DIVISION 
NEW BEDFORD, MASS. 


A. CAVALLA, INC. 163 West (Bru Sree NEW YORK KY. 
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ee 19.25@ 
Se 4.754 
DE ee divscccdeersevess 2.30@ 
Sweet birch Southern ..... 2.504 
PN Wedvicccaisace 5.50@ 
ee da vinvintdedaces 8.604 
SE UD ho ednécoted ces 2.15@ 
NT wiws cia cevexedes 2.70@ 
Valarian, extra ........... 75.00@ 
Vetivert 
Ae 22.00@ 
ey eee 25.00@ ; 
Ee 25.00@ ;: 
Wintergreen, Southern .... 3.50@ 
DOL Sid we doa neaeesd 6.25@ 
WIE, Note heucdeowenes 6.35@ 
WEE hee cc'ccaeee ccs 6.85@ 
Ylang Ylang, Bourbon .... 16.50@ 
CE. daw hskweveneces 12.85 


TERPENELESS OILS 


Or te Te ee, 2.65@ 
RE ane ga ab acie 13.00@ 
CE a céy co aucewd ees 30.00@ 
I chi wegewdstedi we 8.004 
OS See 12.00@ 
MN 8 es Saag outils 80.004 
Distilled ...ccccccccccss SMOG 
Orange sweet ............ 85.00@110.00 
POD Vice du ceusdes 13.25@ 
ke a ow ome aide 5.35@ 
DN: pc cecauesceeens 7.00@ 


DERIVATIVES AND CHEMICALS 


Acetaldehyde 50% ........ 2.154 

Acetaphenone ............ 1.504 

BEE GO acxcweviiecand 2.00@ 
Mp inidubeceuwendlveae 13.00@ 
ep ivinnvetesakedaewes 2.004 
Oe Sekvesveneseucnenied 14.50 


Sp, OR ikadusniiaendeadsces 2.30@ 


iw 


—_ 


N & bo 
wewev 
eocv 


t 
D> 
~ 


Banas CS). vcccvccuvcs 9.00@ 
GW asks ukdeakedoneauaes 17.00@ 
Gerace ca dasctodensaues 7.10@ 
GOD ee ncsnvecdecissenws 19.25@ 
CPR acu ondisendheawones 14.004 
C 14 (Peach so-called) .. 7.00@ 
C 16 (Strawberry so-called) 6.25@ 

FE ED a i vavadsaccs 53@ 

Amyl Butyrate ........... 0G 

Amylcinnamic Aldehyde .. 2.00@ 

Amyl Formate ........... 1.004 

Amyl Phenylacetate ...... 3.75@ 

Amyl Propionate ......... 1.00@ 

Amyl Salicylate .......... 5G 

Amyi Valerinate ......... 1.80@ 

ME bkataciecvieswaes 1.25@ 

Anisic Aldehyde ......... 2.40@ 

Anisyl acetate .........-0. 5.854 

Benzyl Acetate ........... .10@ 

Benzyl Alcohol .......... 134 

Benzyl Benzoate .......... 0G 

Benzyl Butyrate .......... 2.004 

Benzyl Cinnamate ........ 3.30@ 

Benzyl Formate .......... 2.00@ 

Benzophenone ........... 1.58@ 

Benzyl-Iso-eugenol ....... 9.35@ 

Benzyl Propionate ....... 1.60@ 

Benzyl salicylate ......... 1.90@ 

Benzylidene Acetone ...... 2.00@G 

Brometyrol .....ccccecess 5.75@ 

Butyl Acetate, normal .... .144@ 

Cinnamic Alcohol ........ 3.10@ 

Cinnamiec Aldehyde ...... 1.15@ 

Cinnamyl Acetate ........ 3.75@ 

CN, Ga Wa eet savvccdsees 5.60@ 

CIE cadceaduvaceccc 3.504 

Citronellyl Acetate ........ 3.954 

Citronellyl Butyrate ...... 5.75@ 

CRIED oi ce ckierndedives 2.75@ 

Cuminic Aldehyde ........ 5.90@ 

Diethylphthalate ......... ANG 

Dimethyl Anthranilate ....  5.50@ 

Diphenyl Methane ........ 1.054 


Be. BOGUT ocdc cess 264 


_— 
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Ethyl Benzoate .......... .78@ 
Ethyl Butyrate ........... 80@ 
Ethyl Capronate .......... 2.20@ 
Ethyl Cinnamate ......... 2.45@ 
Ethyl Formate ........... 65@ 
Ethyl Propionate ......... 154 
Ethyl Salicylate .......... 804 
ee WEE << ccescvesees 6.75@ 
Sr ere 1.70@ 
DS S dnc cdceccewounen 2.65@ 
Geranoil, dom. .........-- 2.75@ 
Geranyl Acetate .......... 2.80@ 
Geranyl Butyrate ........ .. 5.30@ 
Geranyl Formate ......... 5.50@ 
Guaiae Wood Acetate ..... 4.654 
Heliotropin, dom. ........ 3.10@ 
Hydrotropic Aldehyde .... 6.30@ 
Hydroxycitronellal ....... 7.45@ 
BN, Git Wa: Se cevcuccouace 18.75@ 
Ionones 

Si icddewdaeceeaete 8.504 

WN ddadcectcuccewes 6.00@ 
Teobermeel . ...cccccccces 1.65@ 
Iso-butyl Acetate ......... 1,00@ 
Iso-butyl Benzoate ........ 1.15@ 
Iso-butyl Salicylate ....... 2.154 
Tee-omgemiel .....ccccecces 3.604 
eee ere rere ee 2.10@ 
ESIGN. oc cide ccdscscdcces 5.85@ 
Linalyl, Acetate 90% ..... 5.75@ 

Nass aecbiecencenvatte 3.25@ 
Linalyl Formate .........- 11.20@ 
Linalyl Propionate ....... 10.00@ 
WEEE Cop cccdéauaeeccaess 11.70@ 12.00 
Methyl Acetophenone ....  1.50@ 
Methyl Anthranilate ...... 2.55@ 
Methyl Benzoate .......-- .60@ 
Methyl Cinnamate ......-- 1.75@ 
Methyl Heptenone ......-- 6.25@ 


Methyl Heptine Carbonate 45.00@ 60.00 


Methyl Naphthyl Ketone .. 3.25@ 


Methyl Phenylacetate ..... 1.30@ 
Methyl Salicylate .....--- 55@ 





BENJ. 
Essential O:4 


FRENCH 


DESCOLLONGES 


PRODUCTS 


CASSIE S. Y. 


BITTEROL 


9 


_ Avemmalle Chomteals 





INC. 


A powerful and lasting Cassie odor, useful for many 
purposes including soap, in which it is very stable. 


An inexpensive compound which possesses the somewhat bitter, 


160 FIFTH AVENUE 
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green odor characteristic of many flowers. 


NEW YORK 10, NEW YORK 
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Jasmin 


14 E. 48th St., New York 


CARNATION 


CLARY SAG 
EVERLASTING 


CAMILLI, 


Grasse, France 


BROOM (Genet) 


CASSIE ANCIENNE 


(Immortelle) 
JASMIN Maximarome less 
JASMIN Pommades 
JASMIN Chassis 
JASMIN Benzol 





ABSOLUTES 


LAVENDER Maximarome 


MIGNONETTE 


marome 


tains 


MIMOSA Meximarome 
MOUSSE D'ARBRE Maxi- 


MOUSSE D’ARBRE Color- 


NARCISSUS of the Plains 
NARCISSUS of the Moun- 








ALBERT & LALOUE, S.A. 


Established 1830 


OAKMOSS YOUGO- 
SLAVIAN 

ORANGE Maximarome 

ORRIS 

ROSE DE MAI Maximo- 
rome 


TUBEROSE Maximarome 

TUBEROSE Pommades 

VIOLET LEAVES Maxima- 
rome 


YLANG YLANG A 


Above Natural Perfumers’ Materials Stocked by Our American Affiliate 








STYLE A Rich, gold fin 
ished ball point dispenser 
—no springs and no leak- 
age gvoronteed. Screws 
on glass perfume con 
tainer in metal shell 


A new and attractive dispenser 


will 


SUDBURY 


309 Fifth Ave. 


STYLE BA flick of the 
finger opens and shuts 
this convenient dispenser. 
Screws onto glass perfume 
container enclosed in 
highly polished gold fin- 
ished metal shell. 


CAMILLI, 










PERFUME 
DISPENSERS 
Operates easily with 


one hand. Even flow 


of perfume assured. 


STYLE C Ball point dis- 
penser in gold metal fin- 
ish. Screws on any 10 mm 
glass perfume bottle. 


help sell more perfume. 


Samples at nominal cost 


IMPORT CO. 


New York 16, N. Y. 
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ALBERT & LALOUE, 


ez, 


DIE STAMPING 


Telephone: + 
COLUMBUS 5-5600 


INC. 


=~ 


cg 


( \) 


0: 
CAMEO) grt 


DIE & LABEL CO. 















ENGRAVING 


Rose 
Plaza 3-6070 


Cable address: Maximarome 





FINE 
LABELS 
TAGS & 
PACKAGES 


154 WEST 141TH STREET, NEW YORK Il, NEW YORK 
TEL: OR.5-0228 


PURE WHITE 
@ EXTRA QUALITY 
© ABSOLUTELY PURE 


© ABOVE U.S.P. STAND: 
ARDS 


@ Samples will gladly be sen’ 
on request—at no obligation 


Serving the Trade for 99 Years 
THEODOR LEONHARD WAX CO., INC. 


HALEDON, PATERSON 
Western Distributors A. C. Orury & Co.. 219 ©. North Water St.. Chicage, tl. 


NEW JERSEY 


JOHN HORN 835-839 TENTH AVE., NEW YORK 19, N.Y. 


EMBOSSING 


Cable Address 
HORNLABELS NEW YORK 


The American Perfumer 


Musk Ambrette .......... 5.60@ 5.85 


PN  dnablvtiacucwess 5.00@ 5.30 

PN: ata ebde kak ceudc 1.75@ 2.00 
Neroline (ethyl ether) .... 2.25@ 2.45 
Paracresyl Acetate ........ 2.15@ 2.75 
Paracresyl Methyl Ether .. 2.50@ 3.00 
Paracresyl Phenyl-acetate . 4.75@ 5.40 
Phenylacetaldehyde 50% .. 2.75@ 3.25 

Ere 4$.10@ 4.65 
Phenylacetic Acid ........ 165@ 2.25 
Phenylethyl Acetate ...... 2.00@ 2.50 
Phenylethyl Alcohol ...... 175@ 2.00 
Phenylethyl Butyrate ..... $.15@ 4.35 
Phenylethyl Propionate ... 3.30@ 4.00 
Phenelethyl Salicylate .... 4.35@ 4.80 
Phenylethyl Valerianate ... 5.60@ 5.85 
Phenylpropyl Acetate .... 4.25@ 4.85 
EE GC Eiddakdacavsedecas 100@ 1.25 
eee Gi Be COG) cccecves 2.65@ 3.40 
Styrolyl Acetate .......... 175@ 2.50 
Vanillin (clove oil) ...... 5.00@ 5.50 

SNEED cewiecvencesc 3.00@ 3.05 

ie canebeeiednades 3.00@ 3.05 
Vetiver Acetate ........... 43.00@ 48.00 
Violet Ketone Alpha ...... 9.35@ 10.25 
Yara Yara (Methyl ether) . 2.25@ 2.80 

BEANS 

Tonka Beans Surinam .... 1.00@ 1.10 
SE cs nchauxewedeene 1.75@ 1.80 
Vanilla Beans 

CE cdbde ce treéeuus 3.75@ 4.80 
Mexican, whole .......... 7.75 Nom’l 
SS GOR xcccaecautses 6.75 Nom’! 
, rome re 2.75@ 2.95 


SUNDRIES AND DRUGS 


DE tt eaccnr es kiaas 104@ ~=««214 
Ambergris, ounce ........ 8.50@ 18.00 
Balsam, Copaiba ......... 125@ 1.40 


NG edi th wl i a ciak 135@ 1.60 


Beeswax, bleached, pure 


OAs a ea at ca waan dew aas 11a 3 
Yellow, refined ......... 614 .63 
Bismuth, subnitrate ...... 2.654 


Borax, crystals, carlot ton . 61.25@ 81.25 
Boric Acid, U. S. P., ton ..129.00@ 133.50 


Calcium, Phosphate ....... O8@ 08%, 

Phosphate, tri-basic .... .0654@ 07% 
Camphor, pwd., domestic . 50@ = 52 
Castoreum, nat., cans ..... 7.85@ 15.00 
Cotyl, AlceRes ....ccecee. 150@ 1.55 


Chalk, precip. bags, clts .. 
Cherry Laurel Water, jug, 


02%@ 03 


Sl: (cenbonanaawanenens 1.25@ 1.70 
Citric Acid .............. 244% Nom’ 
CHOU, GUIED secede cceesas $.50@ 15.00 
Cocoa butter, bulk ........ . 724@ «73 
Cyclohexanol (Hexalin) .. .30@ 32 
Fuller’s Earth, Mines ton .. 27.00@ 30.00 
Gavan Co Re avcsscsvese A9¥Y,@ 55% 
Gum Arabic, pwd. ........ 21@ 422 

MR ae bHiwrkadiwsdces 144%@ 15% 
Gum Benzoin, Siam ...... 3.50@ 3.85 

PE hdkabndestewads 20a 70 
Gum Galbanum .......... 80@ = 95 
Gum Myrrh .........000e. 35@ ~~ 37 
BR IS oicdnwnssccans 27@ ~=.29 
DS, aavadicecvacaeves 05@ O07 
ROE bcxivacscewonas 5.00@ 7.00 
Lanolin, hydrous ........ 29@ 30 

pO 31@ =~ 32 
Magnesium, carbonate .... .114@ _ .14 

DD ctecenensavcees AN@ A2 
WE wv ancndcedeves 38.00@ 45.00 
Olibanum, tears .......... 164 30 

PGS vecucadeadeee es 12@ 18 
Orange Flower Water, gal. 1.75@ 2.25 
Orris Root, Italian ....... 14a 21 
PUP accvesesedatocens 0634@ 07% 
Peroxide (hydrogen U. S. P.) 

DD deccubatcntsackewe 4 034@ 05 
Petrolatum, white ........ 0634@ 0834 
COG TE oie cwicdncndass 1.00@ 1.50 


ENO TUNE cnc cccvcccivs 11@ 12% 








Rose flowers, pale ........ A0Ga A8 
Rose Water, jug (gal.) ... 2.00@ 2.50 
Rosin, M. per cwt. ........ 9.30@ 
Salicylic Acid ............ 42 Nom’ 
SOTO cv cncasaneeas 2.45@ 2.60 
Silicate, 40°, drums, works, 

FO ONIN So icdcaceess 110@ 1.40 
Sodium Carb. 

58% light, 100 pounds .. 1.60@ 4.62 

Hydroxide, 76% solid, 100 

6 ic dvus ek C enews 3.35@ 4.55 
Spermaceti ......ccccceee 28@ 32 
Stearate Zinc U.S. P. ..... . £24 44 
eer 150@ 1.85 
Tartaric Acid ............ 394@ Al 
Tragacanth, No.1 ......... 3.65@ 3.80 
Triethanolamine ......... . 24544@ .25% 
Violet Flowers ........... 185 Nom’ 


Zine Oxide, U.S. P. etns. .. .194@ .204% 


OILS AND FATS 


Castor, refined, drums .... .2744@ .28\4 
Coconut, crude, Atlantic 

ger j1A8@ 18% 
Corn, crude, Midwest, mill, 

Cie evan tdisdcncceses SO 
Corn Oil, refined, tanks .. .254@ 
Cottonseed, crude tanks ... .2144@ 
Grease, white ............ 15 Nom’ 
Lard, Chiicage .........-s. 15 Nom’ 
Lard Oil, common, No. | 

GI oii cae dandved edd 19@ 191% 
Olive, edible (gal.) ...... 3.00@ 3.25 
Palm Congo drums ....... 184% Nom’! 


Peanut, refined tanks ..... .2544@  .26 


Red Oil, single distilled 


GI covicccsccccccesse See ae 
Stearic Acid 

Triple Pressed ......... « 234@ 24 

Double Pressed ........ 21@ 22% 
Tallow, acidless, drums ... 19@ 19% 
ee MIN so ce cccdcces< 15@ 


Whale oil, refined ....... Nominal 


VEEGUM HV 


. @ new and improved form of Vee- 


gum, the widely-used inorganic sus- 
pending and emulsifying agent. 


VEEGUM HV is whiter—Higgins Brightness ap- 
proximately 80 on dry color. 

VEEGUM HV is a better emulsifier and emulsion 
stabilizer—Only 4% solids produce 
viscosity of approximately 300 cen- 





it today. 
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ens of cosmetic and household 
formulation procedures, write for 


tipoises. 


Write for information on the new 
VEEGUM HV. If you have: not re- 
ceived your free work book of de- 
tailed Veegum properties plus doz- 


R. T. VANDERBILT CO., Inc. 


SPECIALTIES DEPARTMENT 
230 PARK AVE. NEW YORK 17, N.Y. 
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CLASSIFIED ADVERTISEMENTS 


Rates per line, per insertion: Business Opportunities, $1.00; Situations 


Wanted and Help Wanted, 50c. Please send check with copy. 





BUSINESS OPPORTUNITIES 





WANTED Chemicals, Colors Pigments, Resins. Solvents, Oils. 
Aromatics, Other Raw Materials & Supplies, Machinery & Equip- 
ment: CHEMICAL SERVICE CORPORATION, 80-08 Beaver St.. 
New York 5, N.Y., HAnover 2-6970. 





WANTED: 2—Dry Powder Mixers; 2—Pony Mixers; 2—Tablet 
Machines; 1—Filler; 3—Kettles: 2—Filling Machines. No deal- 
ers. Write Box 2353, The American Perfumer and Essential Oil 
Review, 9 E. 38th St., New York 16, N.Y. 





IF YOU ARE CONTEMPLATING RELOCATING, you should 
request a copy of “BUSINESS OPPORTUNITIES IN WATER- 
TOWN, SOUTH DAKOTA.” Call or write Mayor Gilbert or the 


City Promotional Director, J. G. Thnet. 





PERFUME FORMULAS WANTED for quality popular type 
Boquets and Florals. Write Box 2887, The American Perfumer, 
9 East 38th St., New York 16, New York. 





FOR SALE 





FULLY EQUIPPED COSMETIC PLANT, doing steady Business, 
Carrying 25,000 unfinished stock, $5,000 finished, and equipment. 
Reason for selling, some sickness, and want to retire, old line Co 
Lady Edna’s Cosmetic Company, Gaylord, Michigan. 





FOR SALE: 40-Unused 200 gal. ALUMINUM Storage tanks. Origi- 
nal cost $295. Our price $85.00 each crated; 8—Day 40 x 84” 
Stainless “ROBALL” Sifters. 1—Standard Knapp SELF-ADJUST- 
ING #429 Carton Gluer-Sealer & Comp. unit; 1—Stokes 79-80 
Tube Filler-Closer Clipper; Stokes DD and RD Rotary & Colton 
444 Single punch TABLET MACHINES, 1—Knapp 3B Wrap- 
around Labeler; Pony M, ML, MX Labelrites; Standard Knapp 
Adjustable type D Wraparound Labeler, 202 dia. to #10; Burt AU 
Adjustable Wraparound; World Improved & Model S Spot 
Labelers; Stokes & Smith Model A Transwrap Machine, Miller 
MPS17, MPUS Cellophane Wrappers; Stokes & Smith S/S C-l 
Powder Filler: Also a large stock of Aluminum & Stainless Steel 
Kettles and Tanks, Dry Powder Mixers, Powder and Liquid Fillers, 
Etc. Save money by sending us your inquiries. CONSOLIDATED 
PRODUCTS CO. INC,, 14-15 Park Row, New York 7, New York— 
Barclay 7-0600. 


HELP WANTED 
WANTED—Cosmetic Chemist—Must have experience in creams, 
mascaras, lipsticks, and make-up. Replies held confidential. Write 
Box 2880, The American Perfumer, 9 East 38th Street, New York 


16, New York stating experience and salary expected. 
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HELP WANTED (Cont.) 





SALESMEN FOR NEW SUCCESSFUL CLOSET AND DRAWER 
PERFUMER as sideline. Sold by better dep’t. stores, notions, cos- 
metics, better drug stores. State lines carried, territory covered— 
Liberal commissions. Write Box 2888, The American Perfumer, 
9 East 38th St., New York 16, New York. 





WANTED: MANUFACTURERS REPRESENTATIVES, 


notch, who call only on leading cosmetic manufacturers and pack- 


top- 


aging concerns. We have excellent new ideas for packaging! Gor- 
don Plastic Products Corp., 61 Central Avenue, Ossining, N. Y. 





SALESMAN ealling on perfume, cosmetic soap manufacturers for 
fine line of Essential Oils compounded perfume oils, imported and 
domestic. Commission. Write Box 2893, The American Perfumer, 
9 East 38th St., New York 16, New York. 


SITUATIONS WANTED 


FLAVOR AND COSMETIC CHEMIST, well known in his field of 
activities. Broad experience in formulating and manufacture. In- 
terested only in permanent connection with assured future. Local- 
ity Canada, Quebec or Ontario Provinces. Write Box 2889, The 


American Perfumer, 9 East 38th St., New York 16, New York. 


COSMETIC CHEMIST AND PERFUMER GRADUATED seeks 
position with progressive company in N.Y. or NJ. territory. 10 
years of unusual experience. Able to take charge production, 
laboratory, research, formulation and developing high cosmetics 
and shampoos for U.S.A. or Latin America, Willing to start at a 
moderate salary. Write box 2855, The American Perfumer, 9 E. 
38th St., New York 16, N. Y. 





HIGH CALIBRE, SUCCESSFUL ESSENTIAL OIL SALESMAN 
with good following, now employed, seeks bigger opportunity 
with well established concern to develop sales. Good record for 
over 15 years. Communications from principals invited in con- 
fidence. Write Box 2892, The American Perfumer, 9 East 38th 
Street, New York 16, New York. 





CAPABLE PRODUCTION AND PURCHASING EXECUTIVE 
with 15 years experience including successful sales promotion for 
leading cosmetic company seeks more responsible position. Ex- 
cellent record. All replies will be treated in confidence. Write 
Box 2891, The American Perfumer, 9 East 38th Street, New York 
16, New York. 


WANTED 





WANTED — CHEMICAL PLANT — minimum 50,000 square 
feet, suitable for manufacture of special chemicals and aromatic 
products. Write Box 2890, The American Perfumer, 9 East 38th 
Street, New York 16, N. Y. 


The American Perfumer 


PROFESSIONAL SERVICE 


ALBERT B. PACINI, Sc.D. 


Cosmetic Consultant 


Processes Products 


208 N. Maple Ave., East Orange, N. J. 
Tel.: ORANGE 2-7806 





NOW AVAILABLE! 


COSMETICS & HOW TO MAKE THEM 


By Robert Bushby 
Third Edition, 1945 . . . $3.00 postpaid 
MOORE PUBLISHING CO. 
Book Dept., 9 East 38th St., New York 16, N. Y. 








GEORGE W. PEGG Ph. C. 
Consulting Chemist 
MEDICINALS COSMETICS 
Specializing in Labeling and Advertising 
to meet Federal and State Regulations 
Appointments promptly arranged 
57 Fourth Ave. Telephone ORange 5-9007 East Orange N. J. 











“L'ART de la PARFUMERIE par EXCELLENCE” 


DR. JEAN JACQUES MARTINAT 
FERFUMER CONSULTANT 


Creations of Highly Original Perfumes. 
Duplications of Most Difficult Fragrances. 
Unique Kind of Professional Services. 


333 West 52nd Street, New York 19, N.Y. Tel. PL. 7-3708. 





READY FOR YOUR LIBRARY 


Volume Ill of this monumental work 


THE ESSENTIAL OILS 


Vol. Ill, by Ernest Guenther, Ph.D., 777 pages, illustrated and in- 
dexed, cloth, 6 x 9 inches, $10.00 copies ; 


In this third volume, the author begins a group on individual 
oils. The monographs describe the oils of the plant families 
Rutaceae (with special emphasis on the very important citrus 
oils) and Labiatae. 


ORDER TODAY FROM 


MOORE PUBLISHING CO. (Book Dept.) 


9 East 38th St., New York 16, N. Y. 


FIFTH AVENUE 
PROTECTIVE ASSOCIATION 


142 Lexington Ave. Our Own Building 
New York 16, N. Y. 


46 Years of “RESULT PRODUCING" Service 
Proves Our Worth. The “TRADES” Recognized 
CREDIT and COLLECTION AGENCY. 


“TRAVELING ADJUSTORS == RESULTS” 
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PERFUME 





+ 
C ONSTANT research, skillful blending and e 
development of subtle aromatics by the - 
Perfume Chemists of N.B.W. assures the 
quality of its Essential Oils, Aromatics and 


Floral Creations. 


To be sure of constant high quality and lasting 
consumer acceptance of your products .. . 


Rely on NEUMANN-BUSLEE & WOLFE, Inc. 
where RESULTS have merited your repeat 


business since 1920. 


NEUMANN-BUSLEE « WOLFE 


226 W.Huron St. Chicago 10, Ill. 

















OUR CHEMICAL CONSULTANTS CAN HELP YOU 
In Cosmetic Formulation and improvement 
We likewise serve in Packaging Problems . . . Perme- 


ability and Dermatological studies . . . Organoleptic Panel 
Tests on Taste, Odor, Flavor Evaluation. 


Write Today Zeke naan dee) be eee 
for Booklet No. 3 Mae GRECO) ss 
29 W.15't St. New York II.NY 


WArnins 4-8800 


ema au 
Gila LAV) aaa les 





“The Chemical 
Consultant and 
Your Business” 





Aromatic Chemicals 
FOR PERFUMERY AND FLAVORS 


Iso Propyl Quinoline e 
Ethyl Anthranilate e 


Skatol 
Linalyl Anthranilate e 


Isobutyl Quinoline 
Buty! Anthranilate 


Linaly! lsobutyrate 


EAIRMOUN 


CHEMICAL CO., INC. 
600 Ferry Street Newark 5, N. J. 
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INDEX TO ADVERTISERS 


Alrose Chemical Co. .............. 70 
Alsop Engineering Co. ............ 
American Cholesterol Products, Inc. 76 
Aromatic Products Inc. ............ 


OS SE Ae ee ae } 
Association of American Soap & Glyc- 
erine Producers, Inc. ............ 
Avon Allied Products, Inc. ......... 54 
Berjé Chemical Products, Inc. ...... 
Bopf Whittam Corp. ............. ‘ 
Bridgeport Metal Goods Mfg. Co. ... 71 
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California Fruit Growers Exchange .. 12 
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Roure-Dupont, Inc. ................ 56 
Schimmel & Co., Inc. .............- 6 
Scovill Manufacturing Co. .......... 

Sheffield Tube Corp. .............. 

a ae 83 
Special Glass Products Co. ......... 74 
Standard Cap & Molding Co. ...... 46 
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Synfleur Scientific Laboratories, Inc. 
13, 50 
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Tomsbarel Preves ..cccecceccccccccs 14 
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Insert between 60-61 
Verona Chemical Co. .............. 20 
Voss Corporation, Karl ............ 70 


Whittaker, Clark, & Daniels, Inc. ... 76 
Will & Baumer Candle Co., Inc. .... 74 
oe Oe err Front Cover 


OUTSTANDING EXCELLENCE 


. .« That accounts for the popularity of 
Interstate Colors. 


No matter what your color requirements 


are, consult us. 


Our expert advice will 


prove of great value to you. 


CHLOROPHYLL « CAROTENE 


INTERSTATE COLOR CO.» 


3 BEEKMAN ST., N.Y.C., 7—'phone CO 7-528] 
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FOR FAITHFULNESS OF PURPOSE and for true staying qualities Fleur 
de Muguet cannot be excelled. The constancy of this sweet, flowery 
specialty makes its employment almost imperative from an economy 
standpoint. ~ Fleur de Muguet provides a most desirable light note, 
making it highly acceptable to many, many pexfumes. ~~ Write us for a 
complimentary sample (10% solution) on your company letterhead. 


Address Division B. 


BUSH AROMATICS 


DIVISION OF THE DOW CHEMICAL COMPANY 
Midland, Michigan 








behind the product, original research... 


Fine perfume materials are the creation of research of the 


highest calibre. 





Materials like Wardia, Jasmanthia, Tuberanthia are due to 
long research in pure chemistry involving the identification of 


totally new chemical bodies. 








FIRMENICH & 
Firmenich Incorporated 
250 WEST 18TH STREET, NEW YORK 11 


CHICAGO OFFICE: 612 NORTH MICHIGAN AVENUE 
IN CANADA: CARAMEED, LTD., 350 WALLACE AVENUE, TORONTO 
GENEVA, SWITZERLAND ... PARIS, FRANCE... LONDON, ENGLAND 








